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Rough Proofs 


Beams, the newest vitamin prod- 
yet, has just been introduced by 
Lambert, and if the procession gets 
much longer, they’ll have to call on 
the fellow who used to name the 
Pullman cars. 

~ @ F 

“Cigar Makers Determined 
Keep Brand Names Alive,” head- 
lines ADVERTISING AGE. 

They'll do their best to keep the 
home fires burning. 

vwy 

The St. Paul Dispatch and Pio- 
neer Press prints a good story about 
President Taft, but the best one 
was about how he used to get up in 
a street car in New Haven and 
sive his seat to three women. 


* Ff F 


State Street’s Bill Street objects 
to 
bare essentials.”” Unlike burlesque, 
successful merchandising consists of 
laying it on instead of taking it off. 

v 


vy 


Ingersoll is advocating a postwar 
decimal time system with 20 hours 
to the day and 100 minutes to the 
hour, but the people who are always 
late now will merely have an extra 
forty minutes to find alibis for. 


* FF F 


The AP hasn’t decided whether to 
appeal that federal decision to the 
Supreme Court, but in the mean- 
time maybe UP and INS would like 
to make a few remarks on the sub- 
ject 

- (2 3 


“Of all commodities, news today 

s among the most important,” says 
United States News, and the federal 
judges who passed on the AP case 
at least agree that it’s a commodity. 
v 
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Maybe those Post Office critics of 


| 


| 


to | 


| 


| 
| 


“stripping merchandising to its| 


| freeze 


INDUSTRY ANSWER 


5,000,000 DAIRY FARMERS TELL YOU 


HOW 10 GET 
MORE BUTTER 


You want more butter. Everybody wants more 
butter. But raising the point value DOES NOT 
CREATE « single pound of butter. You can’t 
afiord the butter you need at 16 points for 
every pound. The enly way you can afford te 
have more butter is to reduce the point value 
end that takes production... /MMEDIATE pro- 


Yes, « does ake Mew, Meary and Marbenery 
to produce more milk, bumer aad ocher 
dary foods } 

THEN .. Gumer should be RATIONED 
SEPARATELY, like mgar So everyone can 
pet bees fase share of the buries tha): svacieble 


The new 1Gpoim vale of « pound of 


you should kaow char~TODAY DAIRY 
homer is mor che enewer Thee merely aap: 


FOODS ARE COSTING AMERICA THE 
SMALLEST PERCENT AGE OF OFOR WAGES | 
IN THE LAST QUARTER CENTURY 


We ares fornunase people We Amercan 


Conmumpuoces | deprne yan of butte 


t - eee ee ad ‘o 
= 


' 
20 Herth Wecker Orive Sullding | 


More production, lower point values and | 
separate rationing of butter provide the | 
answer to this timely question, as seen | 
by the American Dairy Association, | 
which ran this 1,200-line copy in news- | 
papers of 12 major cities last week. | 
Campbell-Mithun handles the account. 


Anti-Freeze Ads 
Announce Product 
Available to All 


New York, Oct. 7. — Following | 
WPB’s lifting of restrictions on 
sales of permanent types of anti- 
products, which went into | 


| effect Oct. 1, National Carbon Com-| 


pany, maker of Prestone, placed 
large-space insertions this week in 
a long list of newspapers through- 
out cold weather zones of the na- 


the luscious Varga girls in Esquire|tion to tell passenger car owners 
e merely protesting that they’re that a limited supply of the product | 


nuch too wonderful to be good. 


yyy 
3uffalo Bill never shot a 
,” headlines Station WKZO. 
But he at least produced a rea- 
ible facsimile, didn’t he? 


buf- 


7, FF FT 


e Conference of Alcoholic Bev-| ing L-51 and explaining who could 


ge Industries has decided to ad- 
lise in 14 farm papers. They 
ld like to get the ear of the boys 
vote dry and drink wet. 
y,yvry 
lson & Co. has found a brand- 
method of making a sales con- 
nee a success. 
paper representatives on hand 
pass out the orders then and 
v 


vs 


ie meat industry seems to be 


is available. 

Under L-51, Prestone and other | 
permanent types of anti-freeze mix- 
tures were restricted to military 
use and for essential commercial | 
driving. In this connection, Na- 
tional Carbon has recently com- 
pleted its advertising schedule} 


| which included farm papers, indus- | 


They have the | 


| 


ied over what is going to hap-| 
to its product after the war, but | 


are probably underestimating 


powerful attraction of a juicy | 


~ to a hungry man. 
yv,ry" 
Vhat do you buy—circulation or 


rsation?” the South 
ine demands to know. 


‘ood advertising representative | Editorials 


ibly expects to sell both. 


vg#¥sesy 


w that Canadian farmers will | Obituaries Neb 
ermitted to enter the forests | Photographic Review 
draft | Postwar Planning . 

8, the proper appeal is, “Wood-| Private Lines . 


ut 


jeopardizing their 


don’t spare that tree.” 
Copy Cus. 


| Voice of the Advertiser 


trial publications, and several con- 
sumer magazines, with copy defin-| 


purchase Prestone under the order. 
(AA, July 26.) 

This week’s announcement, fol-| 
lowing hard on the heels of WPB’s | 


|} amendment to the order dated Sept. | 


25, told the public that the WPB 
order limiting Prestone anti-freeze 
to vital wartime uses has been| 
withdrawn. “After supplies were | 
earmarked for the armed forces, 
essential motorized equipment was 
(Continued on Page 50) 


Today's Best Buy! 


Diary of an Ad Man is 
always “best,”” Page 30. 
Other features: 


| Ad-libbing : 12 

| Admen in the Armed Forces 43 
Bend | Business Paper Linage 36 
Well, | Coming Conventions 33 
12 

| Getting Personal 48 

In Washington 8 
Information for Advertisers 12 


34) 
Rough Proofs . | 
26) 


| opportunity 
}either in person or through an as- 


WPB Details 


lts Efforts’ 


to Enlarge Paper Supply 


Boren Hearings Show 
Some Optimism, 
But Not Too Much 


Washington, D. C., Oct. 8.— Dr. 
A. N. Holcomb, chairman of the 
WPB appeals committee, told the 
Boren committee of the House late 
this afternoon that his board had 
agreed to liberal grants of supple- 


mental newsprint during the first 
three quarters of this year “against | 
indicated that’ 


its judgment,” and 
responsibility for this policy lay 
with William G. Chandler, Scripps- 
Howard executive who had pre- 


Canada to Rule 
Pulpwood Cutting 
Essential Industry 


Officials Resent 
Charge Newsprint 
Problems Neglected 


ceded Harry M. Bitner, Hearst ex- 


ecutive, as chief of the printing and 
publishing division. 

Appearing on the second day of 
the committee’s reconstituted hear- 
ing, at which the entire question of 
pulp and paper supplies is being 
given a going-over, Dr. Holcomb 


| said “it had seemed desirable to let 


the director of the printing and 
publishing division try out his pol- 
icy,” but that after these liberal 
regulations had resulted in record 
grants for the third quarter, WPB 
published new regulations Sept. 20 


| which are expected to result in sub- 
| stantial reductions of extra tonnage. 


More Fireworks Expected 


It appeared doubtful at a late 
hour that Mr. Bitner would have an 
to be heard today, 


sociate, but observers were agreed 
that additional fireworks on the 


, subject of newspaper allotments can 


be expected at future sessions of 


the committee. 


Earlier, the Boren committee had | 


heard a parade of witnesses insist 
that everything possible being 
done to increase the production of 
wood pulp and of paper but that it 
is inevitable that usage of printing 
papers must be cut further. 

At a Thursday session, Harold 
Boeschenstein, director of the WPB 
production controls division, 
trouble shooter for pulp, warned the 
committee that “nothing we can do 


is 


|at this stage can avoid further cur-| 


tailment of newsprint and other 
types of paper.” 
Newsprint, he said, has been a 


subject of a great deal of wishful 
thinking. The rate of consumption 
over the last year by the newspa- 
pers of the nation has been possi- 
ble, he declared, only because there 
have been substantial inventories 
of paper in publishers’ stocks and 
substantial inventories of pulp and 
pulpwood available to the mills. 


and | 


By K. R. WILSON 


Ottawa, Ont., Oct. 7.—Decision of 
|the Canadian government to declare 
ithe cutting of pulpwood an essential 


|industry with a “B” priority rating | 


comparable to that given lumbering, 


cutting of fuelwood and other nec-| 


;essary civilian industries, 
announced shortly, it was 
|here this week. 

This decision has been taken as 
lone of a number of important steps 


will be 
learned 


|aimed to improve the manpower sit- | 


uation in respect to pulpwood oper- 
ations and assist the industry in ob- 
jtaining maximum production in 
jlight of the over-all shortage of 
manpower in Canada. 

Ultimate solution of the industry’s 


to be made by the Combined Pro- 
special subcommittee is now prob- 


ing the supply and demand factors 
of the entire situation. 


Previous Steps Taken 


Canadian manpower officials who 
have been wrestling with newsprint 


and other similar problems for some | 


months pointed out to ADVERTISING 
Ace that already Canada _ has 
planned a number of important 
steps to help the newsprint industry, 
of which the rating of the industry 
in the “B” priority group only 
one. 

For example, within recent weeks 


1S 


a country-wide program of educa-| 
tion has been started among Cana-| 


dian farmers, urging them to take 
advantage of present manpower 
|regulations and return to the woods 
| wherever possible this fall and win- 


ter. Circulars have been mailed to 
some 800,000 Canadian farmers so 
that there will be no misunder- 


| standing of present regulations and 
ito avoid the possibility that they 
may stay on their farms this winter 


To illustrate the size of the wood-|rather than run the risk of losing 
pulp problem, Mr. Boeschenstein | their special “status”’. ; 
(Continued on Page 52) (Continued on Page 53) 
Last Minute News Flashes 


‘News’ Cuts Circulation; Journal-American’ to 5c 
New York, Oct. 8.—The New York News will cut 300,000 from its Sun- 


day circulation and 50,000 to 75,000 


ing the Sunday figure to 2,700,000 and the daily to 2,000,000 
Oct. 11 the New York Journal-American will increase its daily new 


price to 5 cents. 


from daily, to save newsprint, bring- 
Beginning 
stand 


Mennen Switches to Four-Color Magazine Copy 
New York, Oct. 8—The Mennen Company, currently using a long list 


of magazines, will use four-color copy for the first time fo1 


any of 


it 


products when it switches its baby oil campaign to full color in Novem- 


ber issues. 


H. M. Kiesewetter Advertising Agency handles the account 


Art Grove Joins Addison Lewis Agency 


Chicago, Oct. 8.—W. A. 


(Art) Gr 


ove, advertising and sales promotion 


manager of Edison General Electric Appliance Company, and formerly 
advertising sales representative for The Saturday Evening Post, will join 


Addison Lewis & Associates, 


Minneapolis, 


Nov. 1, as accqunt executive 


on the Minneapolis-Honeywell Regulator Company and other accounts. 


Chicago, Oct. 8.—Irving R. Allen 


Critchfield & Co. The account of 
placed with Critchfield. 


-- Brown Executives, Zenith Account, Move to Critchfield 


and Paul Johnston have resigned as 


29; account executives of E. H. Brown Advertising Agency and joined 


Zenith Radio Corporation has been 


Will Townsend, of 
2] Points’ Fame, 
Makes Another Try 


problems rests on decisions expected | 


duction and Resources Board, whose | 


Offers Manual of 
Plan to Agencies on 
Low Rental Basis 


By S. R. BERNSTEIN 


Chicago, Oct. 7.—Within a day or 
two, one hundred advertising agency 
executives will temporarily forget 
about the war, taxes, the paper sit- 
uation, the shortage of personnel 
and perhaps even the world’s series, 
to give their surprised attention to 
a voice from the past—a_ voice 
which once 
rocked the ad- 
vertising agency 
business as no 
other voice has 
ever rocked it, 
but which in re- 
cent years has 
all but disap- 
peared from the 
advertising 
scene. 

The instrument 
|which will dis- 
tract the atten- 
tion of these 100 
agency execu- 
| tives from their normal cares is an 
innocent enough gray paper folder 
which the postman will deliver to 


W. S. Townsend 


them. Its cover bears the type- 
| written legend: “The Townsend 
|Method of Advertising Evaluation 
—Ten Days Free Examination 
| Offer.” And it is safe to predict 
that while these words will cre- 


ate a variety of reactions, many of 
which will range far over on the 
violent side, few of the innocent- 
looking gray folders will go into the 
waste basket without examination. 


Back With Free Offer 


Will Townsend, one of the famous 


Townsend brothers of “27 points” 
fame, who rocked the advertising 


world with their preevaluation sys- 
tem of advertising half a dozen years 
ago, causing more excitement and 
more good, sound cussing than the 
industry had ever heard before, is 


back in the limelight, with a “free 
examination offer” of the system 
once guarded more closely than 
a state secret, and with a price 
within the realm of any part-time 


war worker. 

Mr. Townsend’s “proposal,” in- 
cluded in the little gray folder af- 
ter 10 pages of explanation and 
salesmanship, offers to lease a 110- 
page manual described as a com- 
plete exposition of “The Townsend 
Method of Persuasion, including the 


Townsend Method of Advertising 
Evaluation” for $25 per month ove1 
a five-year period. At the end of 
that time the manual will be old 
for $1 to those who have leased it, 


and those accepting a lease are spe- 


cifically granted the right to use it 
for our interests and the interest 
of our clientg.” 

Will Townsend, a _ short, gentle 
man, sixty-ish and benign, with as 
oft and low a voice as ever char- 
acterized a master salesman, insists 
that the new offer and “token” 
price have been set up deliberately, 
because he is no longer interested 
in the financial aspects of the sys- 
tem, but is very greatly interested 


in increasing the effectiveness of ad- 
vertising, and thereby insuring 
more jobs when the war end 
No Give-Away Success 
‘My brother and I tried to give 
these principles away whe ve first 
isolated then he insists, but 
when advertising men learned that 
we had had no previous experience 
in the advertising field, they gave us 


the horse laugh. As a result it was 
necessary for us to dress up our 
findings and to surround them with 
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an aura of mystery in order to sell 
them. 

“When we made the Townsend 
system mysterious, exclusive and 
very expensive, we finally succeeded 
in convincing a number of advertis- 
ing agencies and advertisers of the 
merits of this system. Such compa- 
nies as Wrigley, Quaker Oats, 
Philco, Lord & Taylor, Gillette, Jer- 
gens, Ipana and others bought the 
method sight unseen and paid as 
much as $90,000 for it. And not 
one asked for their money back.” 

When the system was sold on an 
exclusive basis, it was offered on 
five-year contracts, providing ex- 
clusive use in the buyer’s industry. 
All but two of these contracts 
(Wrigley and Quaker Oats) have 
now expired, Mr. Townsend reports, 
and holders of these contracts have 
given him permission to make the 
material available generally. There- 
fore, says his proposal, “I offer it to 
you now, at a token price and on 
token terms. And if you cannot af- 
ford the price, I will give it to you 
for nothing. And if you do not like 
the terms, you can change them to 
suit yourself.” 


No Substitute for Brains 


Mr. Townsend insists that the 
value of his system lies not in any 
new techniques or discoveries which 
have been made, but more in the 
means of making sure that the 
copywriter’s “know how” is actu- 
ally incorporated in every adver- 
tisement, and that nothing is for- 


gotten. “It is not what you know, 
it is what you remember to use that 
pays off,” he says, declaring that the 
Townsend method is not a panacea 
nor a substitute for brains, imagina- 
tion, experience, or genius. 

“It does not evaluate genius,” he 
says. “But it does unshackle genius 
from tedious detail. Genius first 
creates as it feels, then quickly, 
easily checks creation to make sure 
that nothing has been omitted that 
would have been included—if re- 
membered.” 

“The Townsend method of mass 
persuasion,’ Mr. Townsend says in 
his brochure, “is a mimeographed 
document containing 110 pages. On 
these pages the 27 principles— 
standards—are first defined and 
classified. Then there is an explicit, 
brief definition for each principle. 
The principle and its use are then 
explained in detail. 

“Included is a quick, simple 
method for analyzing your product 
and identifying its main selling 
appeals. In other words, for picking 
the ‘Delicious and Refreshing’ of 
any product. 


Allows Preevaluation 


“Also included in the document is 
a quick, easy method for auditing 
an advertisement to see how many 
of the _ principles—standards—it 
complies with; of applying approxi- 
mate penalties for violations and ar- 
riving at an approximate rating of 
selling effectiveness. Thus you are 
able to see that an advertisement is 


20%, 50%, 70%, 80% effective. 

“The rating is not accurate, but 
experience shows it distinguishes 
between good and bad advertising 
and quickly exposes the exact rea- 
sons why the good advertisement 
has greater selling power than the 
bad one.” 

Will Townsend, in offering the 
new manual, which was originally 
written for the benefit of govern- 
ment officials in Washington, where 
Mr. Townsend spent the early 
months of this year, declares that 
the new sales plan for the system, 
under which he eventually expects 
to offer the system to all advertis- 
ing agencies, is primarily a contri- 
bution toward the assurance of 
postwar jobs for all, and especially 
for returning members of the armed 
forces. 

There will be no production diffi- 
culties after the war, he says, but 
whether this country manages to 
maintain relatively full employment 
will be entirely a matter of selling, 
with the major brunt of the prob- 
lem placed on the shoulders of ad- 
vertising. “Just visualize the num- 
ber of jobs that can be created if 
our annual advertising expenditure 
of something like two billion dollars 
can be increased 50% in effective- 
ness,” he says. 


Manual Is Mimeographed 
The 110-page manual which is 
now being offered to agencies under 


lease for five years at $300 a year 
will not win any prizes for typo- 


American Builder 
The No. |! 
Building Paper 


GETS RESULTS: 


‘‘Produced more than 
twice the total of inquiries 
received from the other thir- 
teen magazines on our list,” 
says Roger D. Prosser, pres- 
ident, American Saw Mill 
Machinery Company. 


Largest Net Paid: 


For many years AMERI- 
CAN BUILDER has con- 
sistently maintained the 
largest net paid, audited cir- 
culation among building 
publications. 


= BUILDING PAPER 
a 
wel q 


MERICAN 


BUILDER is the only 


building publication that main- 
tains membership in both the Audit 


Bureau of Circulations and Associated 


Business Papers. 


Its circulation statements are audited 
by a recognized, unbiased organization of 


proven veracity. 


Its editorial, advertis- 


ing and circulation practices conform to 
the high standards required for member- 
ship in the Associated Business Papers. 

The benefits of its high publishing 


CAN BUILDER 
alike. 


standards are recognized by AMERI- 


readers and advertisers 


AMERICAN BUILDER circulation is 
obtained by mail and by the company’s 


own field men. 


They secure subscrip- 


tions in the places, quantities and voca- 


tional 


classifications most useful to 


AMERICAN BUILDER advertisers. 
AMERICAN BUILDER circulation men 
and editors have done a very effective 
selective selling job for you in the build- 


ing field. The former have located and 
the latter hold sustained interest of the 


nation’s most active building men. 


WORLD'S GREATEST 


BUILDING PAPER 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


105 W. Adams Street 
CHICAGO 3, ILLINOIS 


30 Church Street 
NEW YORK 7, N.Y. 
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The points shown here, according 


isolated by the brothers. 
manual, Mr. Townsend asserts: 


ratings for each principle. 
mations. 
accurate. 


They are not accurate. 


that total from 100%. 
add up to more than 100%, as you 
researches. Maybe 20 or 50 or 100 


principle will be accurate. 
good guide.” 


one of them.” It also reports that 
the old “attention,” 
added element-—‘“‘memory.” 


Nos. 1, 7, 16 and 25, 


; fs ae *y 


The ‘Official’ 27 Townsend Points 


Power 
Principle Percentage 
Sy Me CEE Seas daescccicdseceduetessteean’ 5% 
i MEE ocean escdcccevaecscéeeensscenees 25% 
Bs OD EEE ce ctcccevedeccscovesseseseseseceues 5% 
a t— 8=©PYTPRAYTITITICET TT eee 2% 
es EE Eben dbn ceecccpcceccndcgedpensiaenen 2% 
. Se PE bea dcaccceccscccdencreveésetes 3% 
ek Se ME i dea coetctacccaepaneteeeneen 1% 
Ne. 8 Comsumer acoeptamce ..........cccccccccves 1% 
i EE, ces cccacssccetseceeveoetne 1% 
Ce Ce MEE Spi cecdsbcnvcscbadecoccetcacvesnuse 1% 
eS oe TURE LELUEETELELULEEEELE CELE ECT ET © 5% 
cS 2 ff BRT reer ee 1% 
Se .- 6.66.4.06 04000066000 0ebsebaeeenbeecqeeces 2% 
Se EMT 656656666 006000 b 6605 06s Su CUSeewenceee 5% 
No. 15 The request for action.................e000. 2% 
Pe Oe MED Sheed ciecbecececnnncsésecseeeus 3% 
Ne. 17 The command to act.......ccccccccccccccccs 2% 
Be Me. GD bash d dc cdisicvcccesccccecvetocecseneess 1% 
> we  F FST eer rere 10% 
Ne Perr ee rere 1% 
No, 21 The instinct to reproduce life. .............. 5% 
No. 22 The instinct for bodily comfort.............. 5% 
No. 23 The instinct for personal importance—P.L..... 2% 
No. 24 The instinct to enjoy the five senses......... 2% 
No. 25 Layout and illustration...........ccccescsees 1% 
Pe OD ccc ccdcnccscccsocdcasesseccsocenes 5% 
33.5544 0.00004605 446 0.460aR eed ceabuneunend’ 1% 


according to rank or importance, but in the order in which they were 
In discussing this evaluation system in his 


“Thus far we have been unsuccessful in establishing accurate power 
The ratings given in this method are approxi- 
They are not accurate, 


“But the ratings are fairly good approximations and they do provide 
means for knowing in advance of publication that one advertisement— 
with equal opportunity—is likely to produce more results than another.” 

On the operation of the method he says: 

“When we wish to evaluate an advertisement we check it carefully, 
putting an X alongside of each principle which is violated. 
add up the total percentage of these violated principles and we deduct 


“And we do this in spite of the fact that all of the total percentages 


“This fact alone shows you that the evaluation method is not accurate. 
But down to date it is the best we have been able to do through our 


At present they merely constitute a fairly 


The manual also points out “that every one of the 27 principles in- 
cluded in this method are old principles,” selected not because they are 
new, but because “they are time-tested and you are familiar with every 


“interest,” “desire,” “action” formula, with one 


The “attention” principles are Nos. 2, 9, 18 and 25. 
principles are Nos, 3, 5, 11, 13, 19, 20, 21, 22, 23, 24 and 25. 
principles are Nos, 4, 6, 8, 10, 12, and 14. 
The “action” 


igs 


to Mr. Townsend, are not presented 


They are not 


Then we 


will note. 


years from now the ratings on each 


they fall within the framework of 


The “interest” 
The ‘‘desire” 

The “memory” principles are 

principles are Nos. 15 and 17. 


graphic flossiness or impressiveness. 
It is mimeographed throughout, in 
one color, and is enclosed in a ring- 
binder zipper case. It starts off 
with a typical Townsendian touch, 
with the first page explaining that 
the manual has been leased to “the 
undersigned,” who has agreed not to 
release any of the vital material to 
anyone else, and ends up with the 
statement: 

“Therefore, if you are anyone 
other than the undersigned, you will 
see that this information is strictly 
personal and confidential, and, be- 
ing the decent fellow you are, not 
being a snooper nor a thief at heart, 
we know you will be glad to com- 
ply with this request and not read 
beyond this page. Under any cir- 
cumstances.” 

This over, it jumps right into a 
discussion of the system, asserting 
that the points are “no more and no 
less than an inventory of some of 
the basic laws of human behavior, 
with a method for applying those 
laws to persuasion en masse and, 
in addition, a method for evaluating 
messages that are intended to per- 
suade. 

The bulk of the volume is made 
up of definitions and discussion of 
the 27 points, in great detail, and 
complete with examples. 

Much of the material will be con- 
sidered sophomoric by many, and 
most of it is. But such a designa- 
tion will not disturb Mr. Townsend 
or his devotees. He admits that it 
contains very little that is new, very 
little that is startling. He coes not 
claim to be a discoverer, but rather 
a compiler and organizer. And he 
stands pat on his claim that “it is 
not what you know, it is what you 
remember to use that pays off.” 


The Townsend Saga 


Nothing in advertising history has 
created such a furor as did the ap- 
pearance of Will S. and A. J. Town- 
send on the advertising scene late 
in 1936. 

The two brothers, native Geor- 
gians, had achieved a good measure 
of success in several manufacturing 
and promotional enterprises, includ- 
ing the manufacture of gasoline 
pumps and the sale and construction 
of midget golf courses, when they 
burst upon the advertising scene 
with a system of preevaluated ad- 
vertising copy built around 27 ma- 
jor principles. As Will Townsend 
tells the story: 


#4 


“When we were buying advertis- 
ing for our own manufacturing 
business, we tried to find someone 
who could tell us definitely whether 
one advertisement was better than 
another. No one could. So we be- 
gan to experiment and to study ad- 
vertising, believing that there must 
be certain fundamental principles 
which could be isolated and organ- 
ized so that advertising could be 
built with something resembling the 
scientific knowledge which goes into 
the production of more tangible 
products. 


Appear in New York 


“Over a period of years, we iso- 
lated and classified a number of 
these factors. I don’t offer these 
standards as final standards. I only 
hope that by giving them into the 
hands of the profession generally 
they serve as a starting point for 
the adoption of final standards. And 
until better ones come along, they 
help our profession approach our 
all-important task of providing jobs 
with more scientific certainties of 
success.” 

(Continued on Page 51) 


Put a WAR MESSAGE Into Every Piece 
of Printed Matter. 
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WILL ROGERS... Ambassador of Good Will! A nation chuckled at his humorous sayings while it 
applauded bis wisdcm aud common sense—hbe had the ability to make people laugh and then make them think. 


“AULT know is what | READ...” 


Wi ROGERS’ father was 
determined to give his son a 
formal education. He sent him 
to six different schools and 
colleges—but Will showed 
little interest in any of them. 
And none of his schoolmates 
ever dreamed he would be- 
come one of America’s most beloved humorists .. . 
and spokesman for millions of his fellow countrymen. 


One great factor influenced the life of Will Rogers. 
He liked to read. For years he read everything he 
could lay his hands on. It was this daily reading 
habit that gave him his keen insight into the minds 
and hearts of the American people, his grasp and 
understanding of the American scene. 


Will Rogers described himself as just an ordinary 
Oklahoma cowpuncher. “All I know is what I read,” 
he said .. . and modestly let it go at that. But the 
world calls him a philosopher. And Will was that 


It awakens new thoughts; broadens immeasurably the 
range of man’s knowledge and accomplishments. 


Today, this priceless habit of reading is being fostered by 
The American Weekly in the homes of more than 7,500,000 
families. To strike the chords of interest in so great an 
audience requires a broad and basic understanding of what 
interests people and why. 


More Interesting Than Fiction 


Will Rogers knew his audience he was never very far 
ahead of them nor behind. His words gave bright coinage 
to the thoughts in the average man’s mind. So The American 
Weekly has a fascination for millions because it holds up a 
mirror to life. Its stories are about real people, reflecting 
the hopes, the desires, the deep-down emotions of all men 
and women. Here is love, intrigue and romance—crime, 
tragedy, and adventure as it happens in real life—far stran- 


ger, more interesting than fiction ever could be... And in 
its articles on science, medicine, art, philosophy, history, 
religion, this magazine, like Will Rogers, explains a complex 
subject in simple words so all can read and understand. Yet 
its reputation for accuracy is so great that The American 
Weekly has earned a place in reference libraries, colleges, 
and scientific institutions throughout the country. 
7 ry A 

Will Rogers met the world on an equal footing. He was at 
home with princes, presidents, and the man on the street. 
The American Weekly has achieved almost identical accept- 
ance. It is read by all kinds of people. The national adver- 
tiser who associates his product with such an institution is 
tying it up with the greatest force known in advertising. 
He is leaving an indelible visual impression on the minds 
of the people in more than 7,500,000 homes whose week- 
after-week reading habit is The American Weekly. 


THEAMERICAN 


Greatest 
rare, almost unique kind of philosopher who suc- Pes 
ceeds in voicing the thought of his own generation. in the World 
Through print alone, he spoke to, and for, millions 2 MMM NR CN 


of Americans. 
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THE IMPORTANCE OF READING cannot be overestimated. 
As Brisbane said, “ What a person sees makes the greatest 


“The Nation’s Reading Habit’’ 


Main Office: 959 Eighth Avenue, New York City 
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4 ’ Advertising Age, October |). 1943 


: | fessional advertising; (5) institu-; behalf of the Department of Com- help in the radio phase of psy, 
U. S. to List | tional advertising; (6) outdoor ad- | merce. Speakers were Dr. W. L. Pale Takes OWI logical warfare in_ the Media” 
All St t L |vertising; (7) advertising of tax | White, of the department, who will y ranean area,” explained \; Davi, 
ate LGWws ee state and local ad. | superviee the compilation, and Mr. “As president of CBS since j 
eg | vertising; ocal regulation of | Roper. organization, Mr. Paley is one | 
on Advertising | advertising; (10) obscene or lewd | A sample compilation for one Overseas Post the outstanding men in A ae 
advertising; (11) political advertis-| state was given the luncheon guests radio. We are proud to hay 1 man 
New York, Oct. 7.—The Bureau! ing; (12) trading stamps and pre-| which included digests of 25 laws ‘. 


; ; é ! N York. Oct. 7.—Willi S with his experience and a})jj; 
of Foreign and Domestic Commerce | miums; (13) miscellaneous adver- | pertaining to advertising, in various ew fork, Uct. (.—Wiilam S-/ our overseas operations.” 


of the Department of Commerce /|tising provisions. (of the 13 categories. A large num- Paley, president, Columbia Broad~| Cps directors at a meeti 

will soon begin work on a project} When the actual statutory com-|ber of the laws have only local| casting System, has accepted a spe-| Wednesday afternoon granteq Me 
of importance to advertisers and|pilation is undertaken, it may be | application, but a number apply to/| cial overseas assignment for a lim-| Paley a leave of absence to Seoees 
business men generally, a compila-| found desirable to revise, broaden | national enterprises. ited period from the Office of War| the war area assignment. " 
tion of the advertising laws of alljor narrow the basic categories, “It should be pointed out that|Information, Elmer Davis, OWI At this same meeting, Pay) W 
states. No such compilation exists} according to Bert Roper, attorney | certain difficulties will be encoun-| director, announced today. Kesten, former vice-president and 
at the present time. The basic work} for the department, who made the| tered,” Mr. Roper said. “Since it Mr. Paley will join C. D. Jackson,| general manager of CBS, in whic 
will consist of statutory citations to| study. would be impossible to read|formerly of Time, director of all : 
and digests of state laws in 13 spe- The project was described in de-/| through all the state laws without; OWI operations in Italy, North 
cific categories. tail to a group of advertising and/a very sizable staff, use will have| Africa and the Middle East. He 
_ These are: (1) Untrue or decep-| business publication editors and|to be made of the code indexes.| will operate with the Army’s Psy- 
tive advertising generally; (2) ad-| representatives of advertising asso-| While every effort will be made to| chological Warfare Branch at Gen. 
vertising of specific commodities;| ciations at a luncheon at the Wal-|include relevant material in the| Dwight D. Eisenhower’s headquar- 
(3) advertising of commodities gen- | dorf today, sponsored by C. B. Lar-| study, it is likely that some of it| ters. 

erally; (4) occupational and pro-!rabee, president of Printers’ Ink, in| will not be found. “Mr. Paley is going overseas to 


Mr. Paley and Mr. Kesten 


| position he will carry on Mr. Paley’: 
duties, was elected executive vice- 
president. Mr. Kesten joined the 
network in July, 1930, when he was 
appointed director of sales promo- 
tion. In December, 1934, he was 
elected a vice-president and in 
May, 1937, was voted a place on th: 
board of directors. He became vice- 
president and general manager jin 
March, 1942. 

Mr. Kesten’s career began short) 
after his being mustered out of the 
service in World War I, in which 
he served as an enlisted man in the 
Marine Corps. He joined the Gim- 
bel store in his home city of Mil- 
waukee as_ assistant advertising 
manager and shortly thereafter was 
named advertising manager. 

In 1920 he joined McJunkin Aa- 
vertising Company in Chicago, anc 
in 1922 became vice-president and 
advertising manager of the Fore- 
man & Clark Stores, clothing chai: 
from Chicago to the West Coast. 

Mr. Kesten left this position to g 
abroad, and in 1927 returned t 


No S, tranger to Congress is FARM JOURNAL "= = 


New York until his association wit! 
CBS 13 years ago. 
ee Lipton Show Returns 


... millions of acres rich and verdant, millions of toilers on farm and | Large-space insertions in Can- 


range”—Congressman Bly is launched in oratorical flight. But he'll soon berd list epee 
come back to earth, for he holds a copy of the FARM JOURNAL. Indeed, lused by Thomas J. Lipton Ltd 
> r ° ° . | announce the return, for the sevent! 
he’s about to advocate a rural program puissantly outlined in that very |season, of the “Lipton Tea Musi- 
2 I T J sale.” Th ogre is heard on : 
issue. We’re sorry the Congressman had to borrow that FARM JOURNAL. /const-to-coast network of 62 C vt 
The paper shortage is a hard fact, however, and our present printing of jdian stations. Vickers & Benson 
> 700.000 : - i 2 d ‘dei ; ; b Toronto, is the agency. 
2,700, copies is all consigned to paid-in-advance rural subscribers. : — 
I Hackeling at CIAA 
7 « - e John D. Hackeling, partner in th 
accounting firm of J. K. Lesser, W!! 
Rural Americans are the country’s most closely -knit, politically -intelligent few ‘aa Feit le a va 
group. They depend on the FARM JOURNAL for the prompt presentation jthe Chicago Industrial Adver ser 
or . ae J - ssociation Oct. . re meeting 
of facts relating to their problems. And while its circulation must move will be held at the Hotel LaSall 
. . ° at 6:15 p. m. 
forward slowly for the present, the FARM JOURNAL is by far the larg- ' 


est rural magazine in America. Whether you dream of three acres and 
freedom, or want to fathom the bedrock details of American economy, 


you'll enjoy reading the FARM JOURNAL. 


Of the 
FIRST FOUR 


General Magazines 
ONE 


‘\] covers the rural market 


| A city of 67,776 population. or 
than 100 big industrial plants © 
gaged in war work. Peace ‘™ 
products: ready-to-eat foods, {«'™ 
implements, automobile valv ©‘ 
pumps, shipping cases. Basic co™ 
modities—forming a stable marke: 
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Locker Room... 


who do you team up with? 


Shapes differ just as widely (lengthwise too) 
as personalities. But human values don’t 
change. You still work out best with the 
fellows you like most, regardless of how 
they’re built or what they weigh. 
Psychologists say it’s a matter of referents 
(see * below). Common referents make com- 
mon ground for free and easy conversation. 
Ideas get across. Opinions are respected. 
Same way with magazines. When editors 
and readers are on the same wave-length 
of understanding, then that magazine 


THAT’S WHY YOUR ADS IN 
TRUE STORY NOT ONLY HAVE TOP 
WAGE EARNER COVERAGE... 


has influence! 


TRUE STORY ALSO GIVES YOU 


Top Wage Earner Iniluence! 


iy 10 coverage a friendly, unspoken 
endorsement—and you have the 
influence which helps bridge the gap be- 
tween “Oh, yeah?” and “Okay!”... which 
takes the chip off the shoulder, lends 
credence, builds confidence. 

Look at a recent issue of True Story 
and see this editorial influence at work. 
You'll see that True Story is neither 
written up nor down to wage earners... 
but with wage earners, from their view- 
point. The kind of editing that appeals to 
something True Story families have more 
of...maybe it’s ambition, or courage, or 
the good old American urge to get ahead. 

And you'll certainly be aware of the 
many, many new and important national 
advertisers now using True Story to reach 
and influence the wage earner market. 


PREMIUM PRICED 


True Story 


“Thanks to True Story, | never hold a grudge” 


Mrs. Alonzo Canning, Jr. of 
Plymouth, Mass. says, “True 
Story stories teach mea lot... 
1 inherited the habit from my 
mother and have been read- 
ing True Story for years.” 
Young Mrs. Canning is 28, 
proud of her four children, 
proud of her husband’s job 
in the Bethlehem Shipyards, 
and proud of the old New 
England stock on both sides 
of the family. 


*REFERENTS ... Psychologists’ five-dollar word for 
everything which shapes and influences a person’s 
make-up... their likes, dislikes, opinions and actions. 
When referents differ, people are apart. People with 
common referents are on each other's wave-length. 
Barriers are down...influence is generated. Same 
way with magazines. 


FOOD FIGHTS FOR FREEDOM 


garbage pail. 


PART OF prices. 


1. Most wage earners at least cost 
2. Highest average ad readership 
3. Record pass- along 


We must respect food for what it is— 
a vital war weapon. 


1. Increase Food Production — on 
farms, orchards, ranches, Victory gardens. 


2. Increase Food Conservation—re- 
duce waste, eat every crumb, starve your 


3. Increase Food Sharing. War needs 
for our armed forces and allies come first. 
Share equally what we have on the home front. 


4. Play Square With Food—kiii black 


markets, discourage hoarding, observe ceiling 


Advertisers can help by 
beginning now to devote 
> ss a part of their space to 
— spread this message. 


GIVES YOU THESE 6 EXTRAS 


4. Least duplicated audience 
5. 41% higher editerial readership 
6. Meves with the payrolls 
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AMI Reveals Plan 
to Crack Back at 
Meat Substitutes 


Cereal, Soy Food 
Makers Draw Fire 
of Industry Leaders 


(Picture on Page 55) 


Chicago, Oct. 7.—Members of the 
American Meat Institute served no- 
tice on their competitors in the food 
field this week that they will fight 
for their rightful market on their 
rivals’ own terms—protein values. 

The institute, continuing its edu- 
cational advertising campaign in na- 
tional magazines and newspapers 
into the fourth straight year, in 
January will start hammering hard 
on the theme that meat—and not 
wartime substitutes given increasing 
promotion in recent months—is the 
real “protein yardstick.” 

Plans to protect gains made by 
the industry, and to counteract ap- 
peals of the cereal makers, soybean 
producers and other manufacturers 
of meat substitutes, were unfolded 
at the annual institute meeting this 


week by W. R. Kinnaird, promotion | body is protein,” the ad continues. | sufficient amounts of protein for the 


manager. 
Others Ready Campaigns 


He called attention to the Wal- 
dorf-Astoria dinner last August 
which launched a drive by makers 
of cereal foods to convert those prod- 
ucts from breakfast favorites into 
an all-day food (AA, Aug. 16). Soy 
food manufacturers, he said, are 
ready to kick off a $2,000,000 adver- 
tising campaign boosting their food 
products, which already have been 
given the official sanction of govern- 
ment officials. The protein story of 
these competing foods, he added, 
has been “aided and abetted” by 
considerable editorial material 
which fails to put meat in its proper 
place in the food scale. 

Although the meat industry’s own 
protein story will not be given 
major emphasis until January, mag- 
azine copy to appear between now 
and then will pave the way for more 
competitive appeals. 

One of the strongest messages yet 
to appear over the institute signa- 
ture will be the full-color page in 
the Oct. 13 Saturday Evening Post 
and Oct. 22 Life headlined “Meat 
and a generation to guard.” 

Illustrated by the portrait of two 
clear-eyed young Americans, this 
advertisement points out that these 
young people live in “the land most 
enlightened on nutrition” and that 
the country must be kept that way. 

“Perhaps the most important ele- 
ment in the nutrition of a growing 


“It is from proteins that new body 
|tissues are built. Because they are 


dren up to the age of 15 need nearly 
two and a half times as much pro- 
teins per pound of body weight as 
adults.” 

Then, underscoring what the in- 
stitute considers as these well- 
founded claims, the copy continues: 

“Meat is one of the basic protein 
foods. 

“Meat is one of the richest sources 
of proteins, and is generally ac- 
cepted among meal planners as ‘the 
protein yardstick.’ 

“Meat has all ten of the animo 
acids which nutritionists term ‘es- 
sential’ because the body cannot 
manufacture them, but must get 
them in food. 

“Meat proteins are of high bio- 
logic value. In addition, meat 
provides essential B vitamins and 
important minerals.” 

The proteins of meat, the copy 
adds, may be supplemented by 
meat’s “allies in  protein,’—milk, 
eggs, poultry, fish and cheese. 


Subject Not a Fad 


Recent emphasis on protein is not 
a fad, Mr. Kinnaird pointed out. The 
institute asked prominent doctors, 
including Dr. Morris Fishbein, edi- 
tor of the Journal of the American 
Medical Association, for their opin- 
ions and was told that leading au- 
thurities agree on the necessity of 


Why the Blade 
is Rationing Advertising 


What has made the Toledo Blade the second largest eve- 
ning newspaper in Ohio has been, and is today, the 


quality of its content. 


The Blade is convinced that, in the long run, the main- 
tenance of a quality product is the greatest service it can 


give its advertisers. 


With the shortage of newsprint, the Blade has taken every 
possible measure to eliminate waste and save paper, but in 
spite of our best efforts we have had to put into effect a 
planned system of rationing our advertisers — classified, 


local and national. 


By planning our rationing program, we hope to meet 
this situation—due obviously to circumstances beyond our 


control—with utmost fairness. 


In making this statement, we wish to express our appre- 
ciation of the cooperation received from advertisers and 
their agencies in making the necessary readjustments in 


current schedules. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ONLY A GREAT MARKET CAN SUPPORT A GREAT NEWSPAPER 


building up tissues so rapidly, chil- | 


| human being. 

| Outlining the original basie ob- 
jectives of the AMI’s educational 
program, a folder distributed to 
members pointed out how the war 
has affected them. The institute set 
out to improve per capita consump- 
tion of meat—an objective in sus- 
pense for the duration “because we 
have no sales problem now.” It 
aimed at strengthening the competi- 
tive position of meat among all 
foods, and “we cannot afford to let 
people go into the postwar period 
with the feeling that ‘the substi- 
tutes are pretty good after all.’” 

The AMI also planned a program 
to inform the public of the nutri- 
tional value of meat and now, “if 
we cannot keep meat in their stom- 
achs, we certainly must keep meat 
in their minds.” 

The institute also must stand 
guard to make sure that no new 
prejudices against meat grow up 
during the wartime period; must 
continue to tell people that meat is 
not too high priced; and must con- 
tinue with the basic job of improv- 
ing the housewife’s knowledge of 
meat and how to “make their points 
go further more palatably.” 


New Objectives Added 


Newer, additional objectives of 
the program, it was explained, are 
to show that the meat industry is 
working with the government to 
help win the war; to prepare for 
postwar sales problems, since pro- 
duction has been stepped up tre- 
mendously and plenty of customers 
will be needed after the war; to 
explain where meat is going and 
why rationing is necessary; to ac- 
quaint the public with the indus- 
try’s problems; and fortify it against 
the future by creating a favorable 
public attitude toward the industry 
as a public service. 

In its magazine advertising next 
month, Mr. Kinnaird said, the insti- 
tute will pay a tribute to women, 
while December copy will stress a 
wartime holiday theme of conserva- 
tion, “We Waste Not the Meat.” 
Paintings will illustrate the general 
magazine copy. In women’s mag- 
azines, recipe copy will be featured, 
with credit to famous chefs. A 
recipe booklet, “120 Wartime Meat 
Recipes,” which has already gone 
out to more than 100,000 consumers, 
will continue to be offered. 

The AMI’s regular newspaper list 
will be employed to support the 
protein campaign and to accommo- 
date special messages where a rush 
job is necessary, Mr. Kinnaird said. 
Advertising in medical journals will 
keep pace with consumer copy; and 
copy in home economics publica- 
tions will continue to offer teachers 
|classroom information on meat 
handling. The seal of the American 
| Medical Association is a part of 
every advertisement. 


Forecasts Higher Production 


A 7% increase in 1944 meat pro- 
duction was forecast by George M. 
Lewis, another AMI official, who 
said total production is expected to 
be 25,750,000,000 pounds. Of that 
huge amount, 8,500,000,000 pounds 
will go to government agencies, 
leaving 17,250,000,000 pounds for 
domestic use—about the same as 


Advertising Age, October 1), ig4, 


for the previous year. Approx; 
mately 47% of all federally. 
spected meat is expected in 5. 
the armed forces and for len¢ 
purposes next year. 

The “more grain and le: meat” 
argument came in for an attack py 
Wesley Hardenbergh, AM] Y 


1-lease 


: resi. 
dent, who said the industry . sti 
painfully conscious of the change; 


in food habits which followed th, 
meatless days of World War | 
Competitors are trying to improve 
their market position now “whjj, 
meat is at war,” he said. The jp. 
dustry must not permit meat pro. 
duction to be cut unduly because os 
shortages in feeds, but rathe: should 
see that necessary steps are taker 
to build feed supplies, he declare, 

The decision to “go after the 
protein angle in a big way” wa 
revealed to members by R. A. Rath 
president, Rath Packing Company 
and chairman of institute’s adver: 
tising planning committee. Before 
the war, he said, the AMI had 
placed meat at the head of the foog 
parade through consistent advertis. 
ing, merchandising and publicity 
Now it must “keep people thinking 
about meat, even if we can’t supply 
them,” he said. ‘ 

Leo Burnett Company handles 
the institute’s consumer advertising. 
with L. G. Maison & Co. handles 
advertising to the medical and re- 
lated professions. 


'N. Y. Daily News’ 
Drops Classified 


New York, Oct. 7.—The Neu 
York Daily News, which resumed 
classified advertisements on May 1? 
of this year after an absence of the 
department for 19 years, has again 
dropped classified from its pages 
caused by drastic WPB paper reduc- 
tions, amounting, for the News, t 
a cut of 17% of that used in the 
final 1941 quarter. 

In recent months only one-third 
of the classified offered to the paper 
has been printed. The majority of 
the classified staff has been placed 
in other departments of the paper 

Before paper reductions the usual 
average of classified was between 
5% and 6 pages during the week 
and 11 on Sunday. This was even- 
tually reduced to three pages daily 
and five on Sunday, cutting the sec- 
tion out entirely on Friday and Sat- 
urday. 


Liquor Rule Relaxed 


The Michigan State Liquor Con- 
trol Commission has issued a new 
regulation permitting saloon keep- 
ers to purchase liquor outside the 
state. Under this new regulation, 
designed to stop bootlegging of 
liquor from other states, the out- 
side purchases must be made at 
OPA ceiling prices through a state 
warehouse, and the buyer must pay 
the state a 31% markup. 


Pret Appoints Ellis 


Pret Specialty Company, Buffalo, 
maker of Pret, liquid protection for 
the hands, has appointed Ellis Ad- 
vertising Company, Buffalo. 


accounts... 


Chromart, color-for-color. 


PHOTOCHROME 


—— 


REAL 
QUALITY 


from KODACHROME 


When you want color plates from Kodachrome for 
your ad, catalog or display, you want: 


CLEAN, vivid colors in certain subjects —not garish, raw ink; 
SPARKLING whites full of delicate detail—not white paper; 
RICH shadows with deep tones — not smoky, grayish blacks. 


You want all this on an artcopy print (made from 
your Kodachrome) that can be retouched as desired, 
fitted into artwork, lettered-on, displayed for okays. 


Such a print is the full-color Chromart. 
been making Chromarts several years now for leading 
we know how! 


Your plate-maker can reproduce flat copy, such as the 


837 NORTH FAIRFAX AVENUE 
HOLLYWOOD 46, CALIFORNIA 


ARTCOPY PRINTS FROM KODACHROME 


We have 


Prices: $44 up. Write! 
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Chap Stick Places 
First Full-Page 
Ads in Magazines 


Lynchburg, Va., Oct. 7.—First 
full-page copy ever to be placed for 
Fleet's Chap Stick, manufactured 
by Chap Stick Company, broke in 
jeading national magazines this 
week, the start of a new series of 
advertisements which will continue 
indefinitely. 

One full page, to be followed by 
smaller insertions, will appear in 
American Magazine, Life, Look, 
parents’ Magazine and The Satur- 
day Evening Post, while column- 
size and larger copy is scheduled 
for all service publications. Fleet’s 
Chap Stick is also featured in Nancy 
Sasser’s “Buy-Lines” in 21 papers 
in the eastern-central group and 
spot radio announcements in se- 
lected cities. 

Headed “War reveals new facts 
about lip care,” the series presents 
pictures of service men in hot and 
cold climates where protection for 
the lips is vitally needed. Protec- 
tion from disease for war workers, 
children and the average customer 
is also featured. 

Sherman K. Ellis & Co., 
York, is the agency. 


Name Miss O’Brien 


New 


Erwin, Wasey V. P. 


New York, Oct. 6.—Florence R. 
O’Brien, who has been responsible 
for manv successful campaigns in 
drug and cosmetic advertising, has 
been 


appointed vice-president of 
Erwin, Wasey & 
Co., New York, 
to direct creative 
advertising on 
the agency’s drug 
and cosmetic ac- 
counts, 

Associated for 
many years with 
the late Charlie 
Johnstone in the 
early develop- 
ment of drug and 
cosmetic adver- 
tising techniques, 
Miss O’Brien has 
had long experi- 
ence in the creation and testing of 
drug and cosmetic advertising and 
the merchandising and marketing of 
these products. 

Miss O’Brien joined Erwin, Wasey 
in September, 1937. She is cur- 
rently handling the creative work 
on the following accounts: Lydia 
E. Pinkham’s Vegetable Compound, 
tablets and Sanative Wash; Kreml 
shampoo, Louis Philippe lipsticks 
and make-up, Forhan’s tooth paste, 
Pertussin, Edna Wallace Hopper’s 
facial cream and white clay pack, 
Musterole, Zemo. Dr. Edward’s 
Olive Tablets, Humphrey’s oint- 
ment, and K. R. O. 


Industry Must Tell 
Public of Gains, 
Jacobs Maintains 


Chicago, Oct. 6.—Widespread use 
of advertising and other means to 
win public understanding and ap- 
preciation of industry’s wartime 
production miracles was urged here 
yesterday by Whipple Jacobs, 
president of the Belden Mfg. Com- 
pany in an address before the 
A nerican Council on Public Rela- 


Florence O'Brien 


He also advised management to 
prepare practical plans to provide 
after the war and to tell their 
employes of the jointly beneficial 


ning. 
Advises Wholesome Relations 
Jacobs, speaking on “The 


: of Management in Public Re- 
ns,” asserted that business men 
t concern themselves with pro- 
‘ing wholesome relations with all 
foups from employes to the gen- 
. public in what he held was the 
ially advantageous task of pre- 

ing the system of free, competi- 
enterprise from attacks by 
‘nti-business forces. Fair dealing 
*''h all elements is the keystone of 
educational activity, he de- 
ed, adding the warning that 
re policies and practices are 
ng they must be changed in ac- 
‘ with the public good. 
illing attention to private indus- 
achievements in war produc- 

. Mr. Jacobs said: 
| believe there is a growing real- 
‘on by important elements of 
population of the great contri- 
‘on management has made on 
production front. 


now of this accomplishment is of 
tremendous importance. It is grati- 
fying to note so many manufac- 
turers telling the story of their pro- 
duction miracles through advertise- 
ments in newspapers, magazines, 
by direct mail, and over the radio, 
as well as through the medium of 
publicity, the platform and motion 
pictures. Each enterpriser must 
engage in this effort, according to 
his contributions, his means and his 
audience.” 

To ease the minds of workers 
who are already worrying about 
losing their jobs after the war, man- 
agement must demonstrate its ca- 
pacity to plan for, and to provide, 
continuing employment, he said. 
Employes should be informed on 
management’s job plans for the 
dual purpose of setting fears at rest 


propagandists who, he said, “are 
now fishing for votes with seem- 
ingly palatable bait comprised of all 
sorts of promises of security, includ- 
ing job-producing government proj- 
ects. Plainly the inference is that 
business will be unable to meet the 
situation.” 


Guide Announces New 
Publication Policy 


In order to meet increasing cir- 
culation demands for Click, Screen 
Guide and Stardom and to allow for 
expansion in advertising and edi- 
torial content, at the same time 
remaining within government paper 
quotas, The Guide Magazines, New 
York, will suspend publication of 
Movie-Radio Guide after the No- 
vember, 1943, issue. 


issue, Actual Detective Stories will 
be combined with Official Detective 
Stories. New rate cards are being 
prepared, effective with March, 
1944, issues, based on increased 
guaranteed circulations. 


Meyer Rejoins R&R 


Benton L. Meyer Jr., formerly 
with Warwick & Legler, New York, 
has rejoined the media department 
of Ruthrauff & Ryan, New York. 


Ruth Tate to Studebaker 


Ruth Tate, formerly with Stand- 
ard Oil and with Richard Hudnut 
as a representative at Carson Pirie 
Scott & Co., Chicago, has been ap- 
pointed women’s representative in 
the owner relations division of the 
Studebaker Corporation. Mrs. Tate 


7 


tastes in automobiles and automo- 
bile service under the direction of 
J. A. Martz, division director. 


Taylor Takes New Post 


Ralph Taylor, formerly with Dan 
B. Miner Company, Los Angeles, 
has been appointed sales promotion 
manager of Station KNX and the 
Columbia Pacific network. Before 
joining the Miner agency, Mr. Tay- 
lor spent nine years with Scripps- 
Howard Newspapers, latterly in 
charge of market research and 
sales promotion in New York. 


Named Art Director 


Blaine Thompson Company, New 
York, has appointed Otto Luther as 
art director for the Warner Broth- 
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The need for telling the people 


Only one network completely covers the Pacific Coast 


Only one network commands the attention of 60% to 100% 
of the listening audience in many Pacific Coast markets > 


Your radio show may be terrific, but hundreds of thousands of 


people on the Pacific Coast can’t hear it unless its released on 
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Tuomas S. Ler, President 


5515 Melrose Ave., Holly wood 38. Calif 
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In Washington... 


See Likelihood of 
New Radio Laws 
After Hearings 


A business-like investigation of 
the Federal Communications Com- 
mission, with every possibility of 
constructive legislation as the re- 
sult, is widely predicted in Wash- 
ington following the appointment 
of Rep. Clarence F. Lea, a member 
of the House for 18 years, to replace 
Rep. Cox, who resigned last week. 

The appointment of Rep. Lea 
means that the select committee to 


investigate the FCC now has a com- | 


mon chairman with the House 
interstate and foreign commerce 
committee, the body responsible for 
introduction of radio legislation in 
the House. 

In accepting the appointment, the 
Californian said that he expected to 
have an aggressive 
free from personalities. By the end 
of the week, however, he had not 
made any move as chairman of the 
FCC investigation, for he has been 
tied up with other business as 
chairman of the interstate com- 
merce committee. 


investigation, | 


The major question which all 
observers are waiting to have 
cleared is the status of Mr. Garey, 
chief counsel under Rep. Cox. Rep. 
Lea said that he would have to 
study the record of the committee 
before deciding on Mr. Garey’s 
status. But much of the bitterness 
in the press that had contributed to 
Rep. Cox’s discomfort has already 
been turned against Mr. Garey. 


ok * % 


Army auditors were surprised 
this week when a ftreld official of 
the Comptroller General’s office dis- 
allowed certain administrative cost 
items in a cost-plus fixed fee con- 
tract of an airplane instrument 
manufacturer under contract with 
the War Department. 

The Comptroller General’s man 
refused payment for four types of 
expenses that have always been 
considered ordinary and necessary 
under Treasury decision 5,000, the 
Treasury ruling on cost which is 
accepted authority in Army con- 
tracts. These expense items are of 


particular interest to advertising 
people because they include the 
following types: Advertising in 


trade and technical publications; all 
costs of public relations work; 
many of the costs of creating and 
maintaining employe morale, in- 
cluding house organs; practically all 
forms of dues, donations and sub- 
scriptions. 


At the War Department, officials 
say that the Army will contest this | 
ruling, and it is reported that the| 


procurement division is preparing 
to reissue its regulations, reempha- 
sizing and expanding Paragraph 51, 
which allows the trade and tech- 
nical advertising. For the present, 
the ruling is merely an action of a 
field agent, and the Comptroller 
General has not expressed his 
opinion. In view of his recent chal- 
lenge to Army-Navy contract ter- 
mination plans, however, there is 
every possibility that a lively inter- 
agency squabble is in the making. 
oe te tk 

A WPB survey of expenditures 
by industrial firms for safety and 
technical equipment supplies some 
interesting sales arguments for 
manufacturers of safety equipment. 
It was found that the accident rate 
had a direct relation with the sum 
per employe the firms spent on 
safety. All industry spent an aver- 
age of $3.80 per employe in 1942. 
Chemicals spent $6; merchant ship- 
ping, $5.75; aircraft, $5.22; iron and 
steel, $5.11; minerals, $4.53. Lum- 
ber, which had the highest accident 
rate, spent only $1.93. Safety items 
include special shoes, goggles, etc. 

t% * * 


To combat rumors that coffee 
rationing would be renewed, OPA 
reported last week that green coffee 
stocks have increased more than 
10% since rationing ended in July, 
and now compare favorably with 
prewar supplies. In January, 1942, 
OPA said we had 527,000,000 pounds 
of coffee. This had dropped to 
210,000,000 pounds by Nov. 21, 1942, 
when rationing began. Reserves 
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The Penalty of Leadership’ 


In order to protect the largest and most valuable circulation 
package in the South, The Atlanta Journal was forced to 
ration advertising—local, national and classified—during 
August. The results are shown herewith in quoting Media 


Records total linage figures for Atlanta: 


The Atlanta 


The Atlanta 


JOURNAL CONSTITUTION 


August, 1943 1,147,854 
August, 1942 1,058,637 
GAIN 89,217 


992,385 
753,790 


238,595 


Newsprint rationing has imposed many regulatory meas- 
ures upon us. Our concept of meeting this emergency is to 
take care of our old customers with as much space as is 
available, and keep the quality of our product as high as 
possible. 


Some day our advertisers will need our white space 
again to merchandise their products and services—and we 
expect to be here, still at the same old stand, with “The 
Largest Circulation in the South.” 


The Atlanta Zournal 


The Journal Covers Dixie Like the Dew 


186,663 DAILY @ 


245,462 SUNDAY 


Publisher’s Statement, March 31, 1943 


* With opologies once more to Cadillac Motor Cor Company 


were up to 488,000,000 when ration- 
ing ended and has now climbed to 
554,000,000 pounds. 

The rumor arose when a stamp 
marked “coffee” appeared in war 
ration book 4. The book was 
planned before coffee was unra- 
tioned. 


Mutual Affiliates 
Discuss Policy 
at 3-Day Meeting 


New York, Oct. 7.—Mutual, as no 
other network, can carry the adver- 
tisers’ message directly to the buy- 
ing power of the public, declared 
Miller McClintock, president of Mu- 
tual, in opening the sales and mer- 
chandising meeting of the Mutual 
Affiliates Advisory Committee at its 
three-day convention here _ this 
week. 

Speaking before delegates repre- 
senting Mutual affiliates from coast 
to coast, Mr. McClintock painted a 
bright picture of the sales future 
for local stations and the network. 
The MBS head presided at each 
session of the meeting Tuesday and 
Wednesday, marking the first get- 
together of the organization. Plans 
to speed up daytime scheduling, de- 
velopment of local talent, expansion 
of world-wide news coverage and 
the Mutual Daytime Playhouse plan 
were among the projects stressed. 

“Mutual stations must render a 
valuable service to the people in 
their respective communities, if the 
network is to perform its proper 
function,” Mr. McClintock said. 
“The operation of the network must 
provide local stations with sufficient 
revenue to maintain themselves 
and to contribute to that function,” 
he added. 

In this connection ADVERTISING 
AGE learned that Mutual’s Daytime 
Playhouse plan, which calls 
daytime broadcasts of transcrip- 
tions of top-flight evening programs, 
came in for enthusiastic approval 
and acceptance by the stations’ rep- 
resentatives. 
have made inquiries and evinced 
serious interest in the plan, it was 
said. 

Of prime importance was the de- 
cision to build local station sustain- 
ing shows and present the most ap- 


for 


Advertising agencies 


1943 
pealing on regular network sched 
ules. Edward W. Wood Jr., \Muty,) 
sales manager, announced the a. 


quisition of several new =; 
which would be aired on the » 
work in the immediate future. 

Hal Coulter, recently named may. 
ager of audience promotion, Stresseq 
the new activities of his departmen; 
which were based on a new ang 
accelerated attack on proper promo. 
tion from the viewpoint of loca) 
station problems and facilities. }, 
also emphasized the availability ;, 
Mutual affiliates of an advisory, 
service dealing with local promo. 
tion and intensive sales aids. 

The last day’s session was take, 
up with discussion of postwar plan: 
and this meeting was presided oye; 
by Richard F. Connor, Mutua). 
manager of station relations. Th» 
delegates were told of a definite 
pattern and plan to correct existing 
problems in station relations ang 
make for a smoother and more jp. 
telligent handling of this depart. 
ment, which were adopted by the 
affiliates’ representatives. 


Employe Editors Elect 


Paul Ackerman, editor, “The 
Carbuilder,” employe publication of 
Pullman-Standard Car Mfg. Com- 
pany, Chicago, has been elected 
general chairman of the Employe 
Publication Section of National 
Safety Council. Other officers 
elected are: Eastern  vice-chair- 
man, Evelyn A. _ Stoll,  edito: 
“The Mixer,” Hercules Powde 
Company, Wilmington, Del.; mid- 
west vice-chairman, H. F. Heil, edi- 
tor, “The N.C.R. News,” Nationa! 
Cash Register Company, Dayton, 
O.; southern vice-chairman, L. F 
Van Houten, United Gas Pipe Lin 
Company, Shreveport, La.; western 
vice-chairman, Marguerite Sam- 
mons, editor, “Copper Commanda, 
Anaconda Copper Mining Company 
Butte, Mont.; secretary, Allan W 
Herdman, National Safety Council 
Chicago. 


Appoints Everling 

Lawrence I. Everling, Philadel- 
phia has been appointed agency fo 
Grit, Williamsport, Pa. Schedules 
are now being prepared for busi- 
ness paper advertising. 


How Advertisers of 
Allied Products Are 


TYING-IN with 
AIR CARGO.. 
in D and W! 


of direct tie-in with AIR CARGO. 


transportation, 


plification and standardization 


Cargo. 


D and W. 


A Chilton 
Publication 


Advertisers of trucks, trailers, mate- 
rials handling equipment and other 
allied products tell the important story 
of their contribution in the vital link 
between ground operations and air 


These advertisers are supported edi- 
torially by authoritative articles on sim- 
of 
services related to Air Cargo... 
they have long been aided by 
D and W's educational campaign 
directed to all concerned with Air 


These advertisers are taking the DI- 
RECT ROUTE to the heart of the 
transportation market . . . through 


® 


In the October MOTAIRCARGO Is- 
sue of D and W, progressive adver- 
tisers are illustrating practical examples 


sone —— 


Write 
For Your Sample Copy TODAY! 


Current Issues 
Are Particularly Important 


Dr. Frederick, Air Cargo 
Editor of D and W, will ap: 
pear 4s an expert witness ¢ 
the public hearing by the 
Civil Aeronautics Board + 
Washington, D. °C., to study 
various feeder airline prob 
lems, and will present a pepe’ 
on the competitive and com: 
plimentary aspects of Aj 
Cargo and surface ce'go 
transportation systems at ‘he 
Air Cargo meeting of ‘he 
Society of Automotive Eg’ 
neers. 


The results of these mee! 
ings will be amply repor'e¢ 
by Dr. Frederick. Everyone 
concerned with the future 
development of Air Cargo 
should read D and W recu: 
larly. 


The Progressive Magazine of Shippi") 
Handling, Warehousing, Distribut’.° 


100 EAST 4zna STREET 


NEW YORK 
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| am proud to have my article 
‘When A Man Faces Death’ 


brought to the American people by The American Magazine. 


If, IN THE SERVICE OF THE NATION, this article helps renew 
the courage of one soldier on our far-flung battle fronts or 
one family whose loved one is facing hardships and death, 


then my purpose in writing it shall have been amply served. ve 
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. MAGAZINE 


“iw WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 
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Issues Anniversary Book 


The Printz-Biederman Company, 
Cleveland, manufacturer of Print- 
zess coats and suits, has issued a 
brochure to commemorate its 50th 
year in business. In addition to a 
short history of the company and 
pictures of company executives and 
old employes, the booklet contains 
notes on fashions in vogue since the 
company was formed. 


Chicago Sournal of Commerce == 
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First Choice 

of management men 
for business news in the 
nation's greatest industrial 


crea... the Central West 


Dailies Actually 
Get the Order af 
Ideal Sales Meets 


And Monday-Tuesday 
Optional Dates Add 
_ to Their Cup of Joy 


Chicago, Oct. 7.— Two unusual 
gestures—the distribution of news- 
paper contracts at district sales 
meetings, and the provision of Mon- 
day or Tuesday optional insertion 
dates for the copy — aided materi- 
ally in providing an added fillip to 
| the new Wilson & Co. campaign for 
|Ideal dog food, which got under 
| way nationally this week. 


| To launch the campaign (which 


|duplicates the “pilot” drive begun 
|in Chicago two months ago, as re- 
| ported in ADVERTISING AGE July 5), 
'ten representatives of the company’s 


dog food department and of the 
Wilson advertising department, 
headed by Don Smith, director of 
advertising and sales promotion, 
took the campaign story directly to 
meetings at 88 branch houses and 
20 car route points throughout the 
country. In this way the company’s 
sales organization was given a com- 
plete preview of the campaign and 
of the dog food situation before 
copy appeared locally. 


Orders Handed Out 


Several unusual features were in- 
troduced in these sales meetings, 
which have all now been completed 
with the exception of one or two. 
The most unusual was that in each 
case, representatives of the local 
newspaper or newspapers. which 
were scheduled to carry the cam- 
paign were invited to be present, 
and as the advertising effort was 
unfolded, these representatives were 
called to the rostrum and person- 
ally presented with the actual order 
for the space involved. 

The actual presentation of the 
order struck a responsive spark in 
the breasts of the newspapermen, 
resulting not only in many expres- 
sions of exceptional appreciation, 


ventional 


lowed. 


in securing an 


presented 


point of embarrassment, 
decision to take Ideal cop 


ceptionally welcome. 
Gives Dealers Education 


but also in voluntary offers for local 
assistance far beyond what would 
have been made had the more con- 
practice of mailing the 
orders after the meeting been fol- 


When the happy newspapermen, 
overcome by their initial experience 
actual order at a 
sales meeting, retired to their re- 
spective chairs and furtively glanced 
at the contract, their cup of joy 
overflowed. Not only had they been 
with 13-week contracts 
calling for from 4,500 to 2,800 lines, 
depending upon the size of their 
markets, but, wonder of wonders, 
the contracts called for Monday in- 
sertions, with optional Tuesday 
dates permitted. With Thursday and 
Friday food pages crowded to the 
Wilson’s 
off the 
food pages and run it early in the 
week in run-of-paper space was ex- 


Tie-up copy for dealers will run 
on the conventional food-page spots 
wherever possible, Mr. Smith ex- 
plained, but Wilson has deliberately 
decided that the general Ideal copy, 


Advertising Age, Octobe, 


and create more attention 
|by appearing early in t 
when competitive food ad 
is light. 

Another unusual featur: 
sales meetings was the dis 
of a salesmen’s handbo: 
“Ideal Digest,’”’ which was 
in Reader’s Digest style, ar 
not only outlined the ad 
and promotional campaig 
pletely, but also provided t 
men with a comprehensive 
of the dog food situation, th: «aj; 
habits and other character 
a sales item in grocery sto 
meat markets, etc. 

Copy in the campaign is 
ally informative and _ int 
stressing principally the fa 


fore fresh meat looks no m 
petizing to them than Ide 
food; that dogs relish their fod 
their stomachs, and that th 
bolus feeding should be p: 
with a new food, so that 
“pills” of moistened Ideal a 


“May 


APPEARED IN THE DETROIT FREE PRESS 


5, 1831 


What These Headlines 


Detroit's first want ad carried in the 
* first issue of The Detroit Free Press, 


May 5, 1831, 


symbolizes Detroit's reli- 


ance upon this newspaper for more than 
a century. Today, as 112 years ago, 
Detroit believes in The Free Press for its 


news... its views... its advertising col- 


umns. 


Your advertising placed in The 


Detroit Free Press is seen, read and be- 
lieved in. That's the real message De- 
troit's first want ad should convey to 


you. 


~ This Hel po 
‘Wanted Story 


APPEARED IN THE DETROIT FREE PRESS 


Sept. 20 


SHOULD Mean To YOU 


Detroit has been going 


2. 


at such a ter- 


rific pace in war production that it 


might naturally be assumed the peak had 
been reached and passed. But with 


TEN BILLION DOLLARS 


worth of war 


orders to turn out this year, Detroit still 
has a big job ahead. More man power is 
needed urgently. Detroit is still the 


nation's most amazing market. 


That is 


the real message conveyed by this "help 
wanted" story that appeared in The 
Free Press of September 20, 1943. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., National Representatives 


serted far back in the mout 
swallowing is induced. 
Using 130 Newspapers 

Copy is appearing in 130 n 
papers over a 13-week period, 
papers on the “A” schedule c 
ing 4,500 lines, those on the 
| schedule getting 3,500 lines, 
| those on the “C” schedule rum 
| 2,800 lines. Most copy started M: 
|day of this week, but in some 
‘kets the campaign will not 


appear until Oct. 18 or the foll 
ing week. 


dogs, the importance of dog 4 . 


dogs are color-blind and that hero. 


1943 

which tells an_ institut 2 
educational story on the < 
feeding of dogs, will enco — 
opposition, get more me; “ 
3 


Aap 


B’ 


ind 


ng 


n- 


mMmar- 


¢ 
get 


|under way until next Monday, and 
in one or two instances it may not 


In addition, a magazine 


| campaign began with a full page in 


the Sept. 20 Life, a wide variety 
store display material has bs 
made available, and a booklet 
| You Love Your Dog... Read T 


‘ 
( 
en 


“If 


|is being distributed to dog owners 


| United States 
| poration, 
| agency. 

| 


Advertising ( 
Chicago, is the 


'Baker Launches Drive 


T+ 
| 


Idea] 


Freihofer Baking Company, Phil 


}adelphia, is celebrating the 1 


uct, Perfect bread, 
paper campaign 

trading area, including 1,200 
750-line space in all Philadelp! 
dailies. Richard A. Foley Adve 
tising Agency handles the accou 


with a ney 
throughout 


Starts Canadian Drive 

Norwich Pharmacal 
Norwich, N. Y., has launched 
Canadian newspaper campaign 
Norplex vitamin B complex tab| 
A. McKim Ltd., Toronto, 
agency. 


is 


Aviation Papers Merged 
Phillip Andrews Publishing Co: 

pany, New York, will publish 

Executive as an integral part of 

News instead of as a_ separat 

bound section, effective with 

| October issue. 


Cary Bok Promoted 

| Cary W. Bok has been elect: 
vice-president and treasurer 

Robert E. MacNeal promoted to 


retary of the Curtis Publis} 
Company, Philadelphia, by 
board of directors. Mr. Bok 


been secretary and treasurer 
| Mr. MacNeal has been assistant 
retary. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 
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JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Indian sign... 


To the builder, just another patio porch. To the 


2 


interested outsider, it suggests sun, leisurely living 
in the Southwest ... Many builders get bored with 
their own creations; and much advertising has the 
Indian sign of boredom on it... Give your product 
a better break with gravure, mass reproduction that 
does justice to any good product by putting its best 
phase forward . . . And gravure is mass presentation too, 
with Metropolitan Group massing 94% of all Sunday 
gravure picture section circulation in one convenient, 
low-cost package ... with 90% readership, at home, on 
Sunday ... in twenty-three major newspapers that have 
11,500,000 circulation, reach half the best homes in the 
national market... Buy ten or more and get the lower 
Group rates! There’s gold in these gravure sections! ... 


Any Metropolitan Group office will help you prospect! 


J etropoltran Croup 
> 
Oravure 


BaltimoreeSun + Boston Globe + Boston Herald + Buffalo Courier-Express 


Chicago Tribune « Cincinnati [Enquirer « Cleveland Plain Dealer « Des Moines Register 
Detroit News « Detroit Free Press * Milwaukee Journal + Minneapolis Tribune 
New York News « Philadelphia Inquirer + Pittsburgh Press + Providence Journal 
Seattle Times « St. Louis Globe-Democrat « St. Louis Post-Dispatch « St. Pau! Pioneer Press 
Washington Star 


Springfield Union & Republican + Syracuse Post-Standard + 
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WAR REVERSES HUXLEY 
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—Mill Supplies 
"Oh, I'll admit we need salesmen, Mr. Sneed, but after all—" 


Vol. 14, No. 41 


October I1, 1943 


10 Cents a Copy, $2 a Year 


Canada’s Newsprint Policy 


Canadian authorities have indi- 
cated that the cutting of pulpwood 
will be classified shortly as an es- 
sential industry, and that pulp and 
paper manufacturing will likewise 
be given a similar classification. 
This action was taken following 
some severe criticisms of admin- 
istration policy with reference to 
this basic industry, which is so im- 
portant to United States publishers 
and the public. 

The general feeling seems to have 
been that pulp and paper manufac- 
turing has not been given the sup- 
port from the standpoint of the 
maintenance of a labor supply that 
it has been entitled to, and that per- 
mitting the mills to operate on only 
a 65% production basis has been 
unfair to Canada and to its custom- 
ers in the United States. 

Canadian authorities have de- 
fended themselves vigorously from 
the charge that the pulp and paper 
industry has been neglected, point- 
ing out that due to the shortage of 
coal and other fuel, cutting of wood 
for this purpose had to take prece- 
dence over the needs of paper. 
Shortage of lumber has also been a 
factor which has held back wood 
production for paper use. 

Now that the Dominion is 
strengthening the position of the in- 
dustry from the standpoint of man- 


power, and is also telling farmers; sumption of paper in 1944. 


Protecting Postwar Markets 


that their status will not be affected 


Ad-libbing 


Fight Fire with Words 


cruitment. Every provision will be 


adversely if they go into the woods| 
during the fall and winter months | 
and cut pulpwood, the situation ap-| 
pears to be considerably brighter. | 
In addition to releasing farm labor 
for wood cutting, 3,000 war prison- | 
ers are now being used for this pur- 
pose, and there is a possibility that | 
troops not needed for defense may 
be assigned to this duty as well. 
Thus the discussion of the serious 
paper supply problem is taking on 
the more constructive phase of em- 
phasizing ways and means of in- 
creasing production. Naturally any 
improvement in increasing the out- 
put of wood, pulp and paper will 
alleviate in some measure the short- 
age of newsprint, which has become 
so severe that current consumption 
by newspapers in the United States 
is using up inventory and weaken- 
ing prospects for 1944. . 
The Combined Production and 


made in the nursery to give the 
children supervised games, proper 
foods, rest during the day and train- 
ing to prepare them for school life. 
Fully -equipped outdoor play- 
grounds will be staffed with Hud- 
son recreational teachers. 


Wage Earner Panel z 

Macfadden Publications, Inc., has 
launched a new service which might 
develop some interesting material— 
a nationwide panel of wage earner 
families, from which reports on a 
variety of subjects will be collected 
from time to time. First reports, 
just released, show that 60% of 
wage earner families consider 
| strikes in war plants unjustified; 
84% believe rationing is generally 
| fair; about one-third think the Con- 
|nolly-Smith bill will have a good 
| effect on labor, but almost one-half 
feel that it will be bad. 

Wage earners show a decided 
“\arnce | Preference for postwar leadership 


L. C. Roberts, chairman, Dallas 
Fire Prevention Council, sends us 
the interesting mewspaper adver- 
tisement reproduced here, one of an 
unusual series designed to celebrate 
Fire Prevention Week in Dallas. 


An Open Letter 


TO THE LEADING MAKERS OF CIGARETTES 


Resources Board, which has a com- 
mittee working on the whole paper | 
situation, from the standpoint of} 
production and consumption, is ex- 
pected to have a report by the end) 
of this month, and its findings may} 
clarify the situation from the stand- 
point of 1944 rationing policies. | 
Even at best, however, publishers 
and advertisers will have to recon- 
cile themselves to a reduced con- 


' 
| 


Changed habits on the part of the| tween wartime scarcity and the days 
consumer, as the result of shortages} of plenty to come. 
and rationing of commodities, rep- | 


resent both a question mark and a 
danger mark for the future. 
substitutes are used, there is always 
a good that the consumer 
will fail to return to the old prod- 
uct when it is once more available. 
That is a quick and to 
markets through necessary 
shifts in product 
which are carried over into the era 
of peace 

The Meat 
which announced that 


it intends to fight to hold 


chance 


easy way 
lose 


use in wartime 


Amer 


has frankly 


ican 


its Mar- 


kets, is advertising the merits of 
meat as a basic source of the pro- 
teins so necessary in any plan of 
well-balanced nutrition fationin g 
of meat has opened the door wide 
to the substitution of cereals, soy 
bean products and other foods which 
are non-rationed or in plentiful 


supply. The meat 
intend to let the public 
importance of its 
diet, and its 


called upon to bridge 


industry does not 
forget the 
in the 
being 


product 
advertising is 


the 


gap be-| 


The general trend of meat con-| 
sumption in the past few genera- 


When | tions has been downward. Changes | nerve-shattering hazards of care- 


in the dietary of the American} 
people have been largely at the ex- 
of meat. The gay nineties 
marked a period of heavy meat eat- 
ing, 
tury 


pense 


but since the turn of the cen- 
the demand for streamlined 
figures and physical fitness has en- 
couraged a more varied diet, with 
the hearty dishes 
various 
On the other hand, 
good times have always 


less emphasis on 


represented by types and 


cuts of meat. 
increased 
meat consumption. 

Thus the need for carrying on the 
fine program which the 


sponsored 


Institute 
to en- 
consumption of 


is even more important today, 


before the war, 
courage increased 
meat, 
when reduced consumption is neces- 
sary and other products are being! 
given greater emphasis. And meat 
is not in facing the basic 
problem of how permanent wartime 
shifts in consumer habits will prove 
to be 


alone 


|the greatest obstacle to their re- 


| by government, rather than by in- 
BALLAS FIRE PREVEwMTIONMN COUNCIL | dustry or labor, with 52% voting 

for the government as the best 

The use of paid advertising by the| source of guidance in the postwar 
local fire prevention council is in- period, as against only 10.6% 
teresting in itself, but the appeal to 
cigaret manufacturers to aid the 
cause of fire prevention through 


for | 
government and business, 10.6% for 
business alone, and 5.4% for labor 
leaders. 


their own advertising is even more 
interesting. 

Whether any cigaret manufac- 
turer will want to spend any part 
of the “more than $22,000,000 which 
you spend annually for the promo- 
tion and sale of your good, enjoy- 
able product” to remind the public 
of the fire hazard of his product by 
repeating “at every opportunity, in 
one form or another, a short safety 
message on careful smoking” is de- 


There seems to be a sharp di- 
vision of opinion on the subject of | 
large-scale female employment after | 
the war—50.7% do not expect large- 
scale postwar female employment | 
in industry, while 46.7% expect! 
such employment to continue. 


Jottings 


Howard Langfitt, farm editor of | 
KRNT, Des Moines, now distributes | 
“good neighbor” certificates to indi- | 


batable; but it is also interesting.| viduals who perform unusual neigh- | 
After all, gum manufacturers car-|porly deeds. First awards went 
ried on a campaign to lessen the 


to 13 business men of Gilmore City, | 
Ia., who shocked 92 acres of oats in | 
Humboldt County after business | 
hours, when it proved impossible to | 
find regular farm labor. . . 

Capper & Capper, swank Chicago 
men’s shop, reported a recent burg- 
lary in subsequent advertising like 
| this: “Between Saturday night and 
| Sunday morning a number of unin- 
| vited guests who evidently couldn’t 


lessly disposed chicle without doing 
any noticeable harm to the demand 
for gum. 


Hudson Opens Center 

Hudson Motor Car Company has 
taken an advanced step in employe 
relations and manpower work by 
opening a child day care center, to 


tala aate > oats = . . 

take care of children from two to} wait for us to open Monday morn- 
five years old whose mothers are| ing broke into our store and car- 
employed in the Hudson plant.| rieq off some of our inventory. | 


Lanham Act funds will be used by/ While such impatience is flattering 


the Detroit Board of Education to| it is doubtful whether we could| 
supply a staff of teachers. St. Rose continue in business if similarly | 
Catholic church will donate the use | violent enthusiasm for our offerings | 
of its parish hall with its classrooms] were to become general. Most of 
and a kitchen for preparation of} oyr admirers happily prefer to make 
meals, and Hudson will provide the| thei ¥ aaa re 
. . “|their selections h : 
physicians and nurses to care for! } p igpening &.- — 
pi} ery = head * s “* | hours ... and like our merchandise 
the IM uidren's health. sufficiently to be willing to pay for 
The plan was developed after a . 


ase ss 

survey disclosed that young moth- | The first special newspaper sec- 
provide the largest potential! tion devoted entirely to Wac re-| 
source of additional workers in the| cruiting which we have seen is a| 
Detroit area, and that difficulty of | 24-page tabloid section published | 


arranging for care of children was | by the Evening Telegram, Superior, 


| Wis., on Sept. 27... 


ers 
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Information 
for ~ 
Advertisers 


The following documents n 


Vv be 
secured without charge from :om. 
panies sponsoring them, or t! ugh 
ADVERTISING AGE, by any ne iona| 
advertiser or advertising «cen 
executive writing on his bu- nex 
letterhead. 

No. 2231. Cavalcade of Che nricq) 
Engineering Achievement. 
Chemical & Metallurgical | ngj- 


neering has issued this bovklet 
which gives a 29-year history 0! the 
growth and development of the 
chemical processing industry. A 
two-page graph shows the indus- 
try’s expansion, measured in do]- 
lars, from 1914 to 1943, and follow- 
ing pages tell the cavalcade story, 
with a column of highlights in the 
chronology of chemical engineering 
progress, and examples of adver- 
tising and editorial matter from 
Chem & Met for the period dis- 
cussed. 


No. 2232. Postwar Sales Oppor- 
tunities in the Water Works 
Market. 


This illustrated booklet, issued by 
Water Works Engineering, contains 
an analysis of the extent of the 
postwar market for gauges and re- 
cording instruments, pipe and fit- 
tings, valves, chemicals and many 
other water works supplies and 
equipment. 


No. 2233. 
Town. 


Graphs and charts in this book- 
let, issued by the Louisville Cour- 
ier-Journal and Times, tell the 
market story of Louisville: its 
gains in population, industrial pro- 
duction, retail and wholesale busi- 
ness and other indexes. 


Take a Look at Our 


No. 2225. When the War Ends. 


General Printing Ink Corporation 
has issued this second edition of 
PAC in Print, which is a special 
survey on reconversion—a sum- 
mary of the problems faced by in- 
dustry in the postwar period and 
their relation to printing and litho- 
graphing markets. Much of the 
material on postwar planning and 
reconversion from all sources has 
been sifted and edited for the book- 
let, and divided into five main sub- 
jects: The nature of industry’s post- 
war problems; industry’s postwar 
opportunities; a check list of adver- 
tising, printing and lithograph: 
which will be needed in the post- 
war period; the printer’s and lithog- 
rapher’s postwar opportunity; and 
new papers, new presses, new inks 
—what’s ahead? 


'No,. 2210. Following the Market 


Nation’s Business has issued t 
booklet, which contains a record o! 
the publication’s circulation, 1915- 
1943, shows how it has been 
fected by business activity and ce- 
pression, and describes the currt 
attempt to go against the trend 
expanding business activity in « 
der to meet paper restrictions. 


No. 2209. What More Can We IL 

Screen Broadcasts has issued t 
folder, which describes one of 1 
series of theater campaigns it 
distributing in cooperation w 
such government agencies as O¢ 
OPA, Public Health, etc., and wh 
are available for national, sectio 


| or local sponsorship. 


No. 2184. Postwar Housing Surv: 
What price range, what kind 
house, and what about prefabric 
tion are some of the questic 
answered in this report of a surv: 
made by Parents’ Magazine amo! 
architects, builders, contractors ar 

building supply dealers. 


No. 2174. Results. 

Station WLS, Chicago, has issue 
this folder, which tells succes 
stories of several typical WLS ad 
vertisers, giving analyses of ma 


response to programs broadcast a 
various hours. 


mal 
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advertising Age, October ll, 1943 


Fnriched Flour 
Claims Sanctioned 
by U. 5. Officials 


nington, D. C., Oct. 6.—High 
. of the Department of Agri- 
eultur' released statements today 
ting advertising claims for 


; becomes a valuable food in prevent- 
|ing actual deficiency diseases such 
|as pellagra, beri-beri and nutri- 
tional anemia. More important, it 
helps combat the mild forms of 
these diseases, not far enough ad- 
vanced to be easily recognized, 
which are believed to be the cause 
of much ill health and inefficiency. 

“It is the opinion of the nutri- 
tionists and public health authori- 
ties that the increased amounts of 
B complex vitamins and iron, which 
reach the public through low-cost, 
universally accepted staples like 


sup] oa bread and flour, will contribute 
the increased ae ee Pn materially to the maintenance of 
enricved white flour. e  Siate- | good health and vitality in our peo- 
ments are for possible use in copy ple,” the statement concluded. 

placed by bakers and other food ' —_—__——_ 

dea 


ecvichment of white flour was Diesel Names Van Duzer 


bed by standards of the Food| _E. M. Van Duzer, formerly asso- 


Skinner to Appeal 
Federal Decision 


on ‘Raisin Bran’ 


Omaha, Oct. 6—The Skinner 
Mfg. Company announced this week 
it would appeal to the federal cir- 
cuit court the decision of Federal 
Judge John W. Delehant in dis- 
missing suits against General Foods 
Sales Company and Kellogg Sales 
Company over use of the name, 
raisin bran. The Omaha concern 
had sought to enjoin the two com- 
panies from use of the name, claim- 
ing unfair competition. 

In a 42-page memorandum cover- 
ing both cases, Judge Delehant 
ruled that raisin bran is a descrip- 
tive term, “and therefore in the 
public domain, and that its use by 


the plaintiff has not been effective 
(to withdraw it from the public 
| domain.” 


|susceptible of employment as 
technical trademark, or exclusive 
|appropriation as a common-law 
trademark.” 

Kellogg contended that the name 
had not properly described the 
Skinner product, but Judge Dele- 
hant ruled that it was properly de- 
scriptive. He said, however, that 
there was no proof of unfair com- 
petition by reason of terms applied 
by the defendant companies to their 
products. 

Skinner introduced its raisin bran 
in 1925. In 1942, General Foods 
put on the market Post’s raisin 


sin 40% Bran Flakes, which were 
the names objected to by the Skin- 
ner company. 


| 


bran, and Kellogg introduced Rai-| 


13 


Trial of the suit against General 
Foods took several weeks. The trial 
against Kellogg was_ shortened 


He held that the name “is not| through stipulation of facts identi- 
a | 


cal in both cases. 


Sandoz Names Chirurg 


Sandoz Chemical Company, New 
York, has appointed James Thomas 
Chirurg Company, New York, to 
handle its advertising. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


by 


SIGN CO, LIMA OHIO 


pre —- - , - : - pe 
, Administration which| ciate editor of Hat Life, has joine 
all Pony effect Oct. ) Fe but many the staff of Motorship, New York. 
bakers had voluntarily enriched 

their product long before that date. 

‘ommenting on the new vitamin 


{ mineral standards, Secretary 
Agriculture Claude R. Wickard 
asserted that the increase will be 
of far-reaching benefit to the peo- 
ple of the United States. 

This increase has been recom- 
mended by some of the most dis- 
tinguished scientists and physicians 
in the field of human nutrition and 
health, Mr. Wickard pointed out. 
“Bread is basic to the American 
diet,’ he commented, “and there- 


You Never Thought What Could Happen? 


fore this enrichment program is 
highly important in wartime nutri- 
tion.” 


Issue Joint Statement 


A joint statement supporting the 
enrichment program was issued by 
M. L. Wilson, chief, and W. H. 
Sebrell, associate chief, of the nutri- 
tion and food conservation branch 
of the War Food Administration. 

“We welcome the Food and Drug 
Administration’s revised standard 
for enriched flour as a step toward 
the goal of good nutrition for every 
man, woman and child of our 
nation,” they said. 

Pointing out that three-fourths of 
white family flour is voluntarily 
enriched by millers, and three- 
fourths of white bakery bread has 
contained voluntarily enriched flour, 
they said all white bread will be 
enriched. The enrichment process 
involves adding fixed amounts of 
thiamin, niacin and iron to the flour, 
as well as riboflavin, which has 
mm as not been available commer- 
Clally. 

First large-scale production of 
enriched bread came in February, 
1941, the officials said. Standards 
were later set for enriched flour, 


but the program did not develop 
rapidly until wartime interest in 
nutrition provided an impetus. 


Based on Dietary Needs 


“The standard is 
yased primarily on the dietary 
needs of eur population as a 
whole,” the statement continued. 
Studies have shown that many 
diets are low in riboflavin, niacin, 
thiamin and iron, and clinical ob- 
servations have revealed nutritional 
leficiencies attributable, to a consid- 
erable degree, to inadequate provi- 

ns of these vitamins and iron.” 

Under the amended standards, it 
explained, white flour comes nearer 
the level of whole wheat flour in 

icin and iron, is equal in thiamin 

{ much higher in riboflavin. 
Thus.” it said. “enriched flour 


enrichment 


The 


Brand 
BUYING 
HABITS 


American families 
‘formed largely during 
| early years of 


/ Sweeten your 
ccvertising list with 


| PARENTS’ 
|\‘AGAZINE 


3 million selective 
circulation at 
mass rates 


So many things are happening today that busi- 
ness men never thought could happen! 


Management arranges for a farmers market to 
set up its stalls at the shipyard gates to combat 
workers’ high food costs—encourages the build- 
ing of a church by subscriptions of a plant’s 
workers so services can be held conveniently 
in the street just outside—moves banks, doctors, 
facilities for living right up to the front indus- 
trial lines, as integral parts of war's accelerated 
industrial activity. 


As week after week goes by and is reported in 
the business news pages of BW, one thing is 
made clear above all else: that to do business 
these days, what is happening must be in the 
forefront of the management-man’s mind. No 


worthwhile business decision can be made 
today on a basis of traditional business pro- 
cedure. And, though he is bound round by 
restrictions and regulations, the management- 
man, to operate with any degree of success, 
must hold to the idea that almost anything is 


possible. 


That means that a continual flow of informa- 
tion, actual news, the catching-hold of a multi- 
tude of intimations and trends must become a 
lively part of his business thinking and plan- 
ning. To furnish that to him is BW’s job. 


How well BW is accomplishing that job can be 
seen in figures from our current continuing 
series of readership trend studies—or from the 
content of any issue of Business Week itself. 


BUSINESS WEEK—The News-base of Management's Decisions 
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Wider Concept of 


Radio's Function 
Asked by Fly 


New York, Oct. 7—FCC Chair- 
man James Lawrence Fly explained 
his campaign for “freedom to listen” 
to the Radio Executives Club today 
with a warning that “those en- 
trusted with the facilities of radio 
cannot impair the freedom to listen 
by restrictions imposed at the trans- 
mitter end.” 

“Licensees must become aware,” 
Mr. Fly said, “that starting right 
now management should take stock 
of itself and reexplore the whole 
significance of free speech applied 
to radio.” 

Speaking for the third time with- 
in a week on radio programming 
responsibilities, Mr. Fly enlarged 
on the arguments that he had intro- 
duced at the Washington hearings 
on the transfer of the Blue Network. 
“We can no longer operate under 
dogma clauses,” he said. “No prece- 
dents ought to be allowed to make 
this industry automatically stag- 
nant.” 


Lists Outmoded Bans 


Mr. Fly listed as “outmoded ats 
ventions:”’ The ban on sale of time | 
to groups and organizations, making | 
it difficult for cooperatives, small | 
business men’s associations, labor | 
organizations and others to get on| 
the air; the ban on soliciting of | 
memberships on the air; and the) 
ban on the sale of time for discus- | 
sion of controversial issues. 

The FCC chairman asserted these | 
restrictions on free speech arose be- | 
cause radio “has been tremendously 
successful” in promoting the sale | 
of merchandise and services. ad 

| 


cause of this success,” Mr. Fly 
commented, “some elements in the | 
industry argue that time should be} 
sold exclusively to vendors of mer- | 
chandise and services.” 

“To my way of thinking,” he con- 
tinued, “that sort of talk is alto- 
gether too narrow and confining for 
a free people.” The sale of mer- 
chandise, he said, is an essential in- 


NEWSPAPER 
THAT 


LEADS 


ACTIVE! 
AGGRESSIVE! 
COURAGEOUS! 


Just for the Record 


We started the country 
wide agitation for reduced 
fares for servicemen 

We originated and put into 
operation the “New Bedford 
Pian” to put all salvage 
collections on ae steady, 
year round basis—no drives, 
but plenty of results This 
Plan adopted by many other 
cities and highly recom 
mended by salvage offictals 


PUT AN 


ALERT 
NEWSPAPER 
ON YOUR LIST 


and you've got everything 
that wood advertising needs 
to build sales and good will 


A MARKET OF 
OVER 208,000 
PEOPLE... 4% IN 
MASSACHUSETTS 


RICH & RESPONSIVE 


Represented by Gilman, Nicoll & Ruthman | 


gredient of our way of life, and 
one to be defended. “But to say 
that America means nothing more 
than that,” he declared, “is to for- 
get our glorious heritage of ideas as 
well as worldly goods.” 


Asks Broader Concept 


“By all means,” Mr. Fly said, “let 
American radio continue to be the 
greatest medium for advertising of 
goods and services that the mind of 
man has yet devised. But to re- 
strict broadcasting to this single 
function, or to any single function, 
is to betray the very foundations of 
a free radio.” 

Mr. Fly declared that big indus- 
trial firms with commodities to sell 
are only one segment of our social 
and economic structure. Limited to 
carrying the voice of this one group, 
he asked, how could broadcasting 
lay claim to being an effective in- 
strument of democracy? 


Sy. 


The FCC chairman called for the 
sale of time for the solicitation of 
memberships. Time can be bought 
for the sale of shoes and soap and 
sealing wax, cigarets, beer, institu- 
tional good will and cathartics, he 
said; why can’t time be bought or 


received free for the solicitation of | 


memberships? If listeners can be 
urged to enjoy romance through 
sparkling teeth or to correct faulty 
elimination, why can’t they be 
urged to join a cooperative, a labor 
union, a business man’s association, 
Kiwanis or Knights of Columbus? 


Balance Needed 


One argument for banning con- 
troversial discussion, Mr. Fly noted, 
is that radio would be prevented 
from performing its function as a 
means of amusement, advertising 
medium, and musical instrument. 
The answer, he says, lies in a well 
balanced program structure. He 


said the air should no more be over- 
loaded with discussion than with 
opera, dance bands,-soap operas or 
symphony music. 

He said that radio management 
has already neglected its duty to the 
public, and that “economic power” 
has “well nigh taken over the pres- 
ent system.” 

Mr. Fly asserted that “mere 
handouts” of time are not enough 
for discussion of controversial is- 
sues. The recipient of a handout, 
he said, cannot choose his hour; 
cannot be sure of specified stations. 
Finally, he said, this sustaining time 
system has placed automatic limits 
on the amount of time radio can 
spare for discussions. 


Network Hours Crowded 


“Advertising revenue,” he pointed 
out, “is the rock upon which the 
American system of broadcasting is 
built. Revenues must be firm 
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enough and broad enough :. 
port the entire broadcast s) 
he said, “if discussions are 
permitted only during donate 
It will necessarily be hemme; 
considerations of revenue.  ( 
the best way to eliminate t) 
straint is to remove the ban 
sales,” 

This aspect of the problem 
pressing, Mr. Fly noted, b 
“some networks and statio; 
either approaching or have r: 
that happy haven of the rac 
dustry—standing room only . 
the evening hours.” 

The year 1943, he said, is b) 
siderable margin the most pro 
year in radio history. Some st 
and networks actually hay 
acute shortage of available 
during certain hours. 

Because of this shortage, he 
the best forum and roundtable 


'grams are now taking “a cy 


Cr owe) De Poe: * ee . eT 
“e Psa ; ee Ce fs — : . Pe ae 
z ae ge oe “nd a * nS Saal ea Ye aril ¢ F 3 ean ee Aaa ms ‘ at =.* yt" ae a a) . wey pag a. a @ ' UE ee ay p aa ‘ a Sr, Te hepa as Sere ae ee ee 7 . £5, he “4 
age ‘ . : oe.’ yen 
ny 
SS |;,, fe Adve’ 
up- about. , 
n ” 1S cons 
be gram } 
to be ¢ 
by may W 
rly to sele 
es | re. ee 
eee A tice 0} 
e grams 
i C osoph} A 
— suppe 
use news 
oe that oO 
ne 
eled. 
- “Und 
a ing concluc' 
; to a ! 
_ healt! 
ible the fie G 
eS :~ — 
an must 
ume quo. 
“Ty g 
= in the 
) - : j 
ee 
fing 
CO ———— EEE 
: 
; r : eee oe 2: Ce pues _ RR) i. ate gteg:. ne 
ail 5 ae oy oe MRT. tice, - alle iar eee are ais 7 
. og ae a ak } Pe ee | 
ea : oe aot _— F ali * : ‘sg ae ae a ; x 
— eee ‘eel aa eo < aa 7" 7 i ae 6 : a ee. 
a & ee i eo 7). ae _ ae is. Bos - aie re a 4 See 
fils i ee aaa is 3 2 @ ae} oe $ ex: te 2: 2 rasta eae eae i 
woe ae i 4 é : a oh a “i a9 2 Re oe me eae i ai 
a a uae SS ee _ ba... peal » - ae ° ” eS oad ai i <i 
ae CS ee cane _ q OO Mg P Pe ‘ % ae — 7 » 
= © ; < hy ae fe gee. gee oe . 3 eo 3 - 
; i és , ule nga *, wale’ cb, " 7 *" , . ° 
a By eae ee en ae ge poe ie > a , re 2 wy 
ae: ee ot aw ha he . 
— . ee ee ee Sb rr # . 
ee ee a a ” aaglee, 
Stan + OE te ae eee. > en ET > site ae, /* 
ES ee ee ee. ae Ree Pe Ae eee : oa ‘3 ad ; . 
j ian 2a ee. ae ce a be Acai eo we ; ae ee ; Sal 
ot Sy " anmewele ; Eee ’ ee ae / , Oe ae. ae rf 
- we. Dita, aaah ee Oe ng ea ie eS Dali wisi» aad ys : ae —— 
ae POW: +98 tegen a ; 5 he 7 eee aa dd ” et io if ‘ oti? ™ E MENS hy 2 . im thas } Pee 2 
ee o_o a - | Aaa q _— 3a B. 2 waf ——_— ge” eee a : 
ee a a ett a ' is , a iS) Bag ae s i Pat "ye 2 “sf — a 
4 Bis e — a * Pe ie Bee on mae Ovie a ; i a — ae ee. a ie Sat i; =. 
i Baws eee. ean 
= esis * se Fe re . <r ae a oe el yd. nn °c ol eS Se Pe Niele 4 4 * 
lig = Par ; A q esi, | ee “| se Mg ae a a be > f 
a Ao & Pig cw 5 Pea . “y a Ses foe a ign, ; \ : ee 
eS - ' a il ger ae Sh ees 5 a ay eae” ; ——— 
te, Ie ae | a ae ceil ? sey ‘ — 
; P Ba ie We ac. a bee ca ae ‘ of 4 i ‘ | 
: a 7 eS es ; te < e o> : a 
A | ae x P —_ - ee e ia ee ae ‘a : .: a 
; SP are yc ied le i re ‘We y y- : ee re oe ies Bs ea 
; is sae =" Re ia eG YD _ 2: 2 rg ie ck gel ea ie ed ray 3 ay gt _ a 
| aly To? ee ais ' Ss aa Bika Do. dl 7. % i a eee Se : ; "es — { P 
Be he — Se eae 4 oe é : Pe ‘ , 
yl ae: in re ce » . = ae eo 4 wie i ar nea q 
4 A ‘ f ee a c . | r rr a ae 
3 ; a , Jps* . " a 5 i. * i, ey ES apr + Py — 
| s Fe cas ae ete ya e — =, eS oe tae a yw ao ncciicmerpsilielitttitagaapeniacapetpicc } 
| 3 ‘ Seas ore oe” Ped i. a a a . Chase ae "g * aie ~~ ~ 4 ‘ , eee Po 
| q a 4g ce SS, Kina . on hee ie: 2 Pee ae OR Bis, ~ bg PPR < : ogg A cen han 2 ae : ‘4 
; 4) ae ee * Whee A eat Mai aia ae n>. eee Zz ih cn. kala sia - 2 b a 
_ i : a yee ae ce = ae dis I gatas ™~ y i Slee a ihe ; a te 5 
— fg ae ae Wr er sis Oh ie ati et J a . 6 oad nitro a. ee “A pe ose alia : . & 
| * bey . ap = ee es gin ae tee wae .t7-— .. 2. ees gps 9 lel mw? nr? : 4 
| ee ee i ) i i ate Maa ie. —o tial : Ta A a = Se 4 yA ae { 
% J oe re lei Acting Sa a "ea Ce | ee ' . 
| — 2 Rar emer : ra Pe Gt oo Grete tee a aes ‘ er Sask pak: ‘nt ‘ 7 
| Ae ; Poa > a a nd ce a ey é ' w 
BO gl or ia a 
a er aaa ; > ae sy el oa Dae ela Ok 2 : 2 
tee ee ee a 
i : bh ie ema a a. he ag “ 5, Peed , ad Ys q ™ , 
} aa = ; Fe 3 a fe . eo ee, ee eee" of } ; G 
—. 8 T fe * ? m a 4 _ i rag ow y - ~ * : ‘: 
| —! Oe i ae g “es a 5 om. B ea a 7 ' = . 4, te a 7 
ae we ee tee a ile 0 ee a i) : a9. q 
ee Piha _ ae i 8! fag, ¥ = ¥ via 
} a rie 7 “ - ‘ee as ak. Bee ng a Be eo Ree” Ye 4 Fai d mee oa 4 . a 
5 Pine eg Brae iit a ae. ; ae q 
ee f ucat. aes a iy Me, 472 i Ieee) ¥ J 4 gl 
Ss ae Y a tales (yo ae ER PN Ph mm 3 jae %, ; — yy 
ree 5 ie a ae mae a _ 
; ba P= eg * Rate t iy. ae ee Me “ : : ‘ . a .g 
| Re a «* J — 
a ES ae ™ ; , 4 BS ti : i 
P, ty + ae 3 a ees or * a j 
i: ay ee é rain Re ee Becta . ' : ? 4 
os a ae Pn ce _ a5 “ sd sy 5 ee 7 3 = . a - y . 
. ea baat rw ] ae ee Vs i a ate mid ae ie ae - Seal oni -_ 4 i y 
eee 2 Cf - - 
| ’ aa ins i co: Padi ij = a a a - . ae bag ‘ rs " w » *. * 4 a La . ‘4 
es ee eS ee ee ee gO, > : _ a 
| — oR -_ Wea: " mE a cas se, ie a ao aan ra “a . = 4g 
| -_ F ee oe al ae a. ‘ . es - 5 “ pS * : 
a as ba . pee es a wae ay 4 ce r 
Sa a * Spe eS aa as <i 
_ ee = igs ee ae - i —. 
: a ; a . we _ es 
= ; a i, ’ — - 
: i. _ — a 1 / 
“ i. Pe . = Ye - 
. , eae ties e 4 ‘4 F 
a ‘ a , o Es L. sa " J 
shew | : a a ee ae < 
it F ¥ Ci wo at ei rte ee 2s : 
5 as ee ia Aig ge biy a gee. : — ae 
% Se SM a |e Y al — -; 2 ae 
- —- u.. Pi AS % ae “ cat + ae ; ita fa 5 xs ‘ee ee a re : at “5 : ‘ ; 
ee “ae : +3 : : oe ee tis a 
* iy gs =e “ pik a ” a 2 ie ‘ a earn. Fea - ® 
oer fi = Yo or eee ea ET: 
— oe i a ‘ f : - ‘ +3 ae 4 
a 3 | sme d : roe : ria SM Riad ip. ee} . 
. 4 eee eee eeta et 4 , eee ‘ at Sete “a as’ man 8 3 
™ ieee. (2 be. eg ee cent Tee. c- ern yee [aN 
Ro. GRRE i RRR i aS Taare Ber tes: jin 
|) OR hae ae eh eek F ihe 5 Ried a 
| oo a bed ieee” * bigest 2% 
“Tg Ake Ege § a 2 aed ee es fe j : 2. 2 
‘z ob 3 - pi 531 ek sas o £3 ee ere ee Pee ) 4 . of ‘ 
A * =e ree ¢ rS ttt tas? eet 4 é Tey 
biz. : " al > 
: : Pea . . : 
; : 2 il a <n 
.. : gt } ae gi we: ry ‘ae 
Po : ae aN = ; Re dg 
— ai : —— bb a 2 oF " ~ * 
NEW ‘ , ma = - 
S Sunday 
= —— —— - - ‘ 
“" 
" " ee tas AS : sy ‘3, SS “iy =e i re — 2 5 * * , iterates fe, bes a a 4 rere a Dae e Wicd ‘ ao > - ee sa 4 es. ne se ~~? — = ir. +>. 9 ae te » tk . 
f ea pe Ph 2 5 ce JO ey oe se ba "a Te (S463 sya ae ee PO age ie 4 ae i ye erg 
: tat eee a Sry ’ ee / ae ee | eC Ee “ ¥ ee FN Be ras a Atte. £7) Fie gt dy + 3 Tee ck Fre Ea “ Pe “+ ai ae ee wet ear 
4. “ie Fhe 3 a x a, Bay ee ek - ' 7 = ve - ae oat ate Bee , sat aay he iret i M 3 ac Oa tee yee 
ig ‘ ab ong ~ 4 q rae *y Se oe ee eS 2 el eae eae ee eg 


3 Adver' 


" about.’ 


js cons 
gram ! 
to be @ 


€ 

. may W 
y to sele 
y Mr. Fl 
z tice 0} 
’ grams 


osoph; 


\ 

suppo 
. news 
© that © 
. eled. 
g 


“Uy Tal 


conclu 
to a 
: healt! 
ec the fie 
Ss young 
n must 
. quo. 
“Ty 
, in the 


_—__~— 


claimed 


ing Age, October 11, 1943 


He noted that one network 
‘ering selling a forum pro- 

sponsorship. “If there is 
yonsor,” Mr. Fly said, “one 
der who is to be permitted 
the subject and speakers?” 
ittacked the alleged prac- 
yme sponsored news pro- 
‘ selling the sponsor’s phil- 
s well as his product. He 
4 freedom of opinion for 
ymmentators, but insisted 
nion should be clearly lab- 


r present restriction,” he 
ed, “the industry is frozen 


nolicy that does not allow 


growth and expansion in 
| of free speech. This great 
and progressive industry 
tt be frozen at any status 


se are government problems 
first instance,” Mr. Fly 
“They are primarily prob- 


lems for the industry itself to face 
and solve in the best traditions of 
American free speech. It is the in- 
dustry on whom the responsibility 
falls and it is the industry which 
must suffer from having maintained 
or subverted our principles of free 
speech.” 


WPB Limits Flag 
Production 


The War Production Board has 
banned the production of advertis- 
ing, theatrical and other non-essen- 
tial types of banners and flags, and, 
in the same order, has prohibited 
the manufacture of any flag over 
150 feet square. The action, amend- 
ing Order M-166, also restricts flag 
manufacturers’ annual consumption 
of fabrics to the amount used in the 
12 months between July 1, 1942, 


Policy Statement 
Clears Way for 
Sale of Blue Net 


Washington, D. C., Oct. 6.—The 
last obstacle blocking FCC approval 
of the sale of the Blue Network to 
Edward J. Noble, chairman of the 
board of Life Savers, Inc., was 
apparently removed this week when 
Mr. Noble promised the FCC that 
he would not arbitrarily refuse 
sponsored or sustaining time to cer- 
tain types of programs, “on the 
basis of identity or personality of 
the individual, corporation or or- 
ganization sponsoring or offering 
them.” 

With the letter in his hands, 
Chairman James L. Fly of the FCC 
said at his Monday news conference 


and July 1, 1943. that the record would now be con- 


sidered closed, and that the case 
would be referred to the commis- 
sion for action within a few days. 
Approval of the $8,000,000 sale is 
a foregone conclusion. 

Mr. Fly had insisted on the state- 
ment on Mr. Noble’s_ proposed 
policy toward sale of time after the 
Blue purchaser had refused to go 
on record during nearly a full day 
of relentless questioning. While 
on the stand at a public hearing 
Sept. 20, Mr. Noble insisted that he 
would need time to work out his 
policy toward controversial pro- 
grams on the basis of experience. 


Cites WMCA Spots 


In his letter to the FCC last week, 
however, Mr. Noble promised to 
“refrain from any restrictions which 
would automatically rule out” the 
types of programs Chairman Fly 
was advocating. It appeared, de- 
spite the restrained phrasing of the 


America a friendly visitor is weleomed 
each month as “one of the family”. That 
visitor is CLICK, America’s largest monthly 


picture magazine, the 


specially edited from the family viewpoint. 


the Lomi 


N more than a million homes across 


tarily return month after month to buy a 
magazine it must have something in it 
they like. CLICK effectively reaches the 
most responsive age groups in the family. 
publication that is Perhaps that’s why more and more adver- 


tisers are taking advantage of the oppor- 
tunity CLICK affords. 


Father and Mother .* . Sister and Brother 


—everybody finds fascination in the new 
CLICK because its ‘ 
formula makes you identify yourself with 
the contents. If you haven’t seen CLICK 
lately you’ve a pleasant experience in store. 


Over a million Americans buy CLICK 
every month—nine-tenths of them buy it at 
newsstands, When that.many people volun- 


“personal” editorial 
pe 


CLICK is a wise advertising choice to- 
day because its 200,000 bonus circulation 
adds extra value to an already big buy. 
Whatever you have to sell, you get in on 
the “ground floor” when you get your 
message in CLICK. Whether your problem 
is product advertising for today or public 
relations for tomorrow, your story reaches 


home in CLICK. 
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letter, that he had yielded the 
public statement Mr. Fly and Com- 
missioner Durr had sought through- 
out the Blue hearings. At the same 
time, Mr. Noble noted that WMCA, 
New York, which he proposes to 
sell to Nathan Strauss, has “re- 
cently” accepted one-minute spot 
announcements from the CIO urg- 
ing voters to register, a type of 
program previously refused by 
many stations. 

“After careful consideration of 
the matter, and with realization, 
which I am sure the commission 
shares, of the _ difficulties and 
perplexities involved,” Mr. Noble 
wrote, “I am prepared to say that 
my policy will be to refrain from 
adopting any restrictions which will 
automatically rule out certain types 
of programs on the basis of the 
identity or personality of the indi- 
vidual, corporation or organization 
sponsoring or offering them. 

“IT propose to meet each request 
with an open mind and to consider 
such requests strictly on _ their 
merits and without arbitrary dis- 
criminations,” he continued. “All 
classes and/or groups shall have 
their requests, either for sponsored 
or sustaining time, seriously con- 
sidered and in accordance with true 
democratic principles and with the 
aim of presenting a well-rounded 
and balanced broadcast service in 
the best interest of the public and 
the network. 

“With regard to the sale of time 
in addition to the sustaining time 
already provided for the discussion 
of controversial issues, consideration 
will be given to the use of a limited 
amount of time for this purpose in 
so far as consonant with the main- 
tenance of listener audience and 
interest and thereby of the useful- 
ness of the network as a medium of 
public discussion.” 


Ludgin Appointed 

Earle Ludgin & Co., Chicago, has 
been appointed to handle merchan- 
dising and trade promotion for Nu- 
trition Research Laboratories, Chi- 
cago. 


Vatcher Joins S &M 


T. G. Vatcher, formerly with the 
Canadian Daily Newspapers As- 
sociation, Toronto, has been named 
director of public relations for Spit- 
zer & Mills, Toronto. 
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BELOW 
ARE THE 
MARKETS 

TO KNOW! L 

ce) 


Exclusive 

National 

Representatives: 

WGR-WKBW .........- ; ; Buffalo 
I wee sidhedwe-on ....Cincinnati 
KDAL oascen cee 
WDAY ‘ ~s+++- Fargo 
WISH eseceees» ss I DGianapolis 
WKZO KalamazooGrand Rapids 
KMBC ; .Kansas City 
WAVE i iat . sees LOuisville 
WTCN . ..Minneapolis-St Paul 
WMBD ape .. Peoria 
KSD . .St. Louis 
WFBL ; , Syracuse 

IOWA 
WHO rey Des Moines 
Wwoc pavennes 
KMA . Shenandeah 
SOUTHEAST 
WCBM Baltimore 
wesc . Charleston 
a -* Columbia 
WPTF Raleigh 
WDBJ : Roanoke 
SOUTHWEST 

KOB , Albuquerque 
KOMA Oklahoma City 


Tulsa 
PACIFIC COAST 


KECA reer Los Angeles 
KOIN-KALE Portland 
KRKROW Oakland-San Francisco 
KIRO .. Seattle 
KFAR Alaska 


and WRIGHT-SONOVOX, Ine 


° 
For latest radio information, call 


FREE & PETERS, Inc. 


Pioneer Radio Station Representatives 
Since May 1932 
CHICAGO: 180 No. Michigan 
NEW YORK: 247 Park Ave. 
ATLANTA: 322 Palmer Bidg. Main 5667 
SAN FRANCISCO: Iii Sutter Sutter 4355 
HOLLYWOOD: 1512 N. Gorden St... Gladstone 5949 


Franklin 6373 
Plaza 5—4/3/ 
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Newspaper Linage 
Continues Gains 
Over Last Year 


Chicago, Oct. 5.—Newspaper lin- 
age in all classifications made sub- 
stantial gains in August compared 
with the same month a year ago, 
according to» Media Records’ meas- 
urement of newspapers in 52 cities. 
In the Jan. 1-Aug. 31 period, gains 
were registered by all classifications 
except financial, which showed a 
loss of 2.7%, compared with the 
same period in 1942. 

The biggest increase in the Aug- 
ust tabulation, 43.1%, was chalked 
up by classified; continuing the 
trend which has prevailed during 
1943, and marking the third con- 
secutive month for an increase of 
more than 40% over last year. 

General advertising scored a gain 


e 
BOOKLET MAILED To 
EXECUTIVES ON REQUESY — 


- WILLIAM B 
‘WILLIAM BALSAM 


540 NMIMOHIOAN - CHICAGO - WHITEHALL 7819 


of 34.4% in August, compared with 
1942; automotive increased 24.2%; 


AUGUST NEWSPAPER LINAGE AT A GLANCE 


financial, 22.4%; and department : 
store linage, 8.5%. Total display é GAIN AND LOSS PERCENTAGES - 52 CITIES ey) 
gained 12%, and total advertising 
—_ 19.2% — last a. In the AUGUST 1943-© 1942 Loss GAIN 
an. 1-Aug. 31, 1943 period, totai CLASSJF ICATIONS 10 ° 10 20 30 40 % 
display was 7.2% ahead, and total am 
advertising 12.8% ahead of the same ysis bed 
» . GENERAL 4.4 
period in 1942. ‘eiitais py 
FIiNANCTAL 224 
Takes Red Cross Post Tora DisPLay 12.0 ony 
Irvin Borders has resigned from CLASSIFIED 43-1 
the promotion department of the TOTAL ADVERTISING 1902 
Columbia Broadcasting System, Department STORES 8.5 
Hollywood, to become director of 
public information for the Ameri- JMUIARY | > MIGUST 31, 1943 = 19K2 
can Red Cross, Los Angeles. 
a a RETAIL 2.3 
Norman Opens Agency wenn om aa 
Jack Norman, recently discharged cee mg “2 
from the Army, has opened his own Cites: Geta 12 
agency in Los Angeles at 448 S. pane $3.4 
Hill St. Before entering the service, sheath snide 12.8 
Mr. Norman was with the Lyman icone hiekan ar 
Agency, Los Angeles, and formerly 
—, his own agency in Okla- 10 7 10 20 30 #0 50 
homa City. 


August linage gained in all classifications, as shown in this Media Records tabu- 

lation of newspaper linage in 52 cities. In the Jan. |-Aug. 31, 1943, period, 

gains are recorded for all classifications except financial, compared with the 
same period in 1942. 


Black to Nash-Kelvinator 


Fred L. Black, associated with the 
Ford Motor Company for 23 years, 


Advertising Age, October ; 
Bright Postwar 
Future Seen for 
Industry in South 


Buffalo, N. Y., Oct. 5.—N, 


1943 


manufacturers should kee; — 
eyes on the South “as a cd mestic 
market that probably will offer 
greater opportunities than t!. for- 
eign markets they are now © ongiq. 
ering,” Eugene W. O'Brien yicg. 
president of W. R. C. Smit! Pyp. 
lishing Company, Atlanta, tojq 
members of the Niagara Frontier 
Industrial Advertisers at their firg 
fall meeting here last week. 
“Today the South produces foy 
times as much industrially as agrj. 
culturally,” he said. “In the 45 
years before the war the South im. 


proved its industrial position 49% 
more than any other part of the 
country. In that period its cop. 
sumption of electrical power jumped 
from 21% to 27% of the whole 
country.” 

After citing other gains made 
during the period, he declared that 
“this industrial growth is destineg 
to continue. 

“There is an immediate market 


from 1927 to 1933 as director of 
advertising, and more recently sec- 
retary-treasurer of the Edison Insti- 
tute, Dearborn, Mich., has been 
appointed special assistant to A. M. 
Wibel, vice-president of Nash-Kel- 
vinator Corporation, Detroit. 


Joins Lewis & Gilman 
Peter Kondras, with N. W. Ayer 


Proctor Appoints N-E 


phia, as a space buyer. tric Company, Philadelphia. 


Newell - Emmett Company, New 
& Son for the past 11 years, has} York, has been named to handle all 
joined Lewis & Gilman, Philadel-| 1944 advertising for Proctor Elec- 


in the South for pumps, wheels, 
tools and other supplies and equip- 
ment,” he said. “Fuel, petroleum, 
metal and other resources of the 
South are greater than those of 
other sections and they will be more 
important because of the depletion 
of other supplies. 


With dramatic close-ups of the news 


keeps leadership in readership among all 


HOW TOUGH is the U. S. soldier in World War II? The 
obstacle course weeds out men lacking in stamina, and 
helps soldiers todevelop “blitzkrieg” strength and agility. 


LIKE A MOVIE on paper, Parade’s story 
captures the essence of army training 


through individuals. 


Goance S of high public interest take 
on new life, with Parade’s technique 
of pre-editing stories around individual 
people—people who are the human side 
of the news, 

Every creative person in Advertising, 
vitally interested in readership, will get 
practical pointers from studying the 
methods that have helped to achieve and 
keep top family readership — as proven 
by frequent surveys. 


magazine sections 
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THESE HIGH SPOTS of the Army’s 
version of an old foctball train- 
ing trick were carefully planned. 


WITH TYPICAL SOLDIERS, Parade 
then took readers over the pun- 
ishing obstacles in the course. 


- a 
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cs Os a aes f ‘OS, | a a 
CAPTIONS SYNCHRONIZE with photographs. Readers get the effect of a skillfully 
directed, expertly cast picture-story — every picture pre-edited for people, positions, 
action, composition. More about Parade editorial methods next month! 


“The increased industrial popula- 
tion means that there will be more 
trained men in the South, and most 
of the southern war plants can 
readily be converted to peacetime 
production.” 


Poyntz to Open Agency 

A. R. Poyntz, has resigned from 
Stevenson & Scott, Toronto, to 
establish his own advertising 
agency. The new company will 
specialize in industrial and trade 
paper accounts. 


To Brown Agency 


Ernest W. Greenfield, formerly 
with the Harry Feigenbaum Adver- 
tising Agency, has joined the E. L. 
Brown Advertising Agency, Phila- 
delphia. 


BEST RADIO BUY 
IN BALTIMORE! — 


AND THE. 
BLUE NETWORK 
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Warm night, and raining . . . but more 
than 32,000 people paid from $1.50 to 
$4.50 (thousands were turned away) to see 
the Chicago Bears beat the Phil-Pitt Eagles 
by two touchdowns... at Shibe Park, 
Philadelphia, on September 16. Sixth 
annual game sponsored by The Inquirer 
for local charities, this year’s affair raised 
approximately $30,000 and _ sold 
$364,150 in War Bonds as well. 

You can see and hear a 32,000 crowd 
at a football game, and we publish the 
profits 


... Not so easy to see or realize 
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BIG GAME... 


are the crowds—and profits—The Inquirer 
draws every day to advertisers’ outlets. 
But there is evidence if you care to look 
for it...in Media Records, in seven years 
of advertising leadership in this market, 
in larger volume and larger gains year 
after year, in more and more advertisers 
using more and more space! ... The 
Inquirer always puts on a Big Game for 
anybody who makes anything worthwhile 
and tells the worthwhile people in Phila- 
delphia about it in Philadelphia’s 


worthwhile medium. 


Philadelphia " 


Hundreds of service men were guests at the game... 
on tickets supplied through the Philadelphia USO. 
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NM i. Me ass wis sina 

Johnny Butler, Eagle halfback, received the Robert J. 
French Memorial Trophy awarded the “outstanding” 
player on the field ... from Lieutenant Alexis Thompson, 
Eagles’ owner (left), and Robert A. French, Toledo Blade 
sports editor. The Trophy is named for Mr. French's son, 
now dead, who was The Inquirer's executive sports editor. 
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In the September advertising publications, you may have 
seen a 2-page spread we ran on MECHANIX ILLUSTRATED. 
It told the whole story of this book of ours—who reads it, 
how it pulls, where it sells, where it is in its field. Now 
I’m going to introduce the October issue of the book it- 
self. Read this ad, then go to the nearest newsstand and 
buy a copy of MecHANIX ILLUsTRATED for 15¢, just as 
over 400,000 American men do every month. You'll get 
some idea why those 400,000 readers are an audience 

not a parade 


Advertising Director 
Fawcett Pverications, Inc. 


” ail 


We who publish Mechanix Illustrated speak with au 
thority on the changes that are coming in the postwar 
World of Tomorrow. 


America’s going to be different. As different as day 1s 
from night. So different and better that it will take your 
breath away. The fellow who said, ‘‘the only thing con 
stant is change,” must |! ave been thinking of America 
when he said it 


lake a case in point—postwar housing 


aware that the $6,000 house that was on the 
market the dav the bombs dropped on Pearl Harbor 


would have cost $50,000 20 vears 


{ improvement nstrucuon and equip 
ment made the difference. Air conditioning. Tiled bath 


rooms instead ot 


open plumbing openly arrived at 

cabinets. Asbestos siding. Fireproof 
: 

tion, vapor-sealing, automatic heating, 


led 4 m asilt-i age --t} 
paneled playrooms, built-in garages, water-tight bas« 


. ; 
ments. Operating economy, labor Saving, interior deco 


ration, exterior line and beauty. Even the wallpaper on 
ready for you to move in. 


All this for $6,000 to $10,000, including the land. Tie 
that anywhere in Russia or England or Italy or China or 
France. You can’t even touch it—anywhere else but in 


America. 
* ' * * 


The same thing is happening today. Happening not 
merely in the building industry, but in every industry. 
And we who publish Mechanix /Illustrated are reporting, 
in every issue, the news of tomorrow about the postwar 
werld the American public is dimly beginning to see 
today. 


lake a look at our October issue, and get the proof that 
this is so. Plenty of articles about the war, of course. 
Plenty about what’s going on overseas. Many of these 
are news beats in themselves. But notice how we're sell- 
ing—to America’s men, and America’s youths who soon 
will be men—the wonders today which will be common- 
place when the postwar world gets going: 


“Ambling Scaffolding.” The use of portable scaffolding 
and fireproof wood in blimp hangar construction — a 
method forced by the war emergency, applied to all large 
onstruction in the world of tomorrow. ( Page 41). 
‘Have You a Genius in Your Home?” A 5-pagt 
glimpse into the future of applied psychology to develop 
the mechanically gifted child. ( Page 42) 


“Ship Ashore.” How the Navy, in developing a method 
for personnel training on “land ships” exactly like ships 
at sea, has hit upon a training method for postwar in- 
dustry. (Page 45) 


“Henry Kaiser's Cargo Plane.’ An exclusive news beat 


on the enormous freight carrier developed by America’s 
ship-building genius. Weight 200 tons ! Wing-spread 32 
feet! . . . showing what’s ahead in the postwar world to 
ferry heavy freight coast-to-coast in a matter of hours 
instead of days. ( Page 47) 


—‘The 4 Corners of Hell.” How American engineering 
genius, working through the world’s densest jung! 
swamp and water in Venezuela, is developing post: 
methods of tapping anew the earth’s supply of petrol 
( Page 48) 


~“The ABC of Rockets.” Part I1 of our all-time : 
beat on one of the secret weapons of the war, alread) 
sponsible for several thrilling American victories and 
tined for sensational postwar development. ( Page 


-“The Coming Boom in Plastics.” A title that speaks 
itself, and an article which reveals for the first time ! 
uses and applications for this miracle material aro: 
which a great part of the postwar world will be ! 

( Page 54) 


—“The Sperry Gun Sight.” Another secret weapon 
described in print for the first time. A guide to son 
the things that are coming in converting war produ: 
into peacetime advancement, by showing the Sperry 
sight’s application to the aerial navigation of the fut 
( Page 64) 


“Models of Ingenuity.” Words and pictures w! 
trace famous patents from their beginning, and point ' 
way to further postwar developments in some ot 
basic engines and mechanical contrivances of the pa*' 
( Page 69) 


“Flying the First Trans-Atlantic Glider Train.” How 
the glider of the future is destined to come into 


BS An audience of passionate believers in the World} ° 
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of Tomorrow... your market No. 


own as the postwar “local train” of the air. (Page 70) 


“Science in Pictures.” An 11-page section containing 

to 00 many postwar wonders to list here—each showing 

sensational ways in which the dream world of tomorrow 

is becoming an actuality today under the stress of war. 
Page 73) 


Crafts and Hobbies.” A 14-page section of photog- 
raphy, home workshop, models, wood working, house- 


ni 
Al 


| aids—including an article “A World You'll Never 


less than 35 additional articles, each merchandising 
ostwar world that is right around the corner today. 


* * * « 


iny wonder we hold that A/echanix /Ilustrated, far 
than any other publication in America, is mer- 
sing to its 400,000-plus audience, the World of 
rrow today? 


note well: This audience of ours is growing by 
ind bounds. Look: 


rculation of Mechanix Illustrated, which three 

igo stood 150,000 at 10¢ newsstand, is well over 

‘10,000 mark today with 97.5% newsstand (highest 
ittained in our field) at 15¢. 


rained 49.1% circulation in the past year alone, 


t 9% and 3% gained by the other two leaders in 


eld. 


| on 1943 first-six-months figures. Mechanix IIlus- 
! pulls 945 primary readers per advertising dollar, 
‘ainst 839 and 776 for the other two. 


October issue of ours shows a gain in advertising 
nue of 176% over October 1942. 


7. e ‘ on <x ; He. 
pa ee : “ = Ne ees ty 


Most important to every advertiser in America, our huge 
percentage of demand newsstand circulation enables 
Mechanix Illustrated literally to “pull its head off” on 
correspondence schools, patent attorneys, and all other 
Show-me advertisers it carries. 


That’s why we say, Mr. Advertiser and Mr. Agency 
Spacebuyer: Mechanix Illustrated is your postwar mar- 
ket No. 1. The fastest growing medium in market No. 1 
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of postwar America—the coast to coast neighborhood 
oracles who know how. 

* * * * 
Mechanix Illustrated is the best buy of its kind in Amer- 
ica today—solely because it is continually merchandis- 
ing tomorrow's world, better than any other magazine 
in its field, to . 


An audience, gentlemen—not a parade. 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK: 1501 Broadway .. . Longacre 3-2800 
CHICAGO: 3¢ N. Michigan Blvd Central 5750 
LOS ANGELES: Simpson SAN FRANCISCO: Simpson 
Reilly Ltd., 403 W. 8th St Reilly Ltd., Russ Building 


Michigan 7421 
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Two-Year Backlog | 
of Orders Seen 
by Fuller Brush 


Hartford, Conn., Oct. 6.— The 
Fuller Brush Company, currently 
engaged in filling war orders and 
supplying dealers with what prod- 
ucts it can, believes there is already 
a probable backlog of more than 
two years’ domestic buying power 
in reserve. It is pushing a study of 
postwar opportunities, and readying 
its factory organization for stepped 


up production when peace comes, 

In line with practically all other 
manufacturing concerns throughout 
the country, Fuller has turned over 
nearly all its production facilities 
to the war effort. Millions of gun- 
cleaning brushes are being produced 
for the Army and Navy Ordnance 
Departments, and the _ industrial 
division is producing many kinds of 
special brushes incorporated into 
machines for other concerns making 
war goods. The machine shop, nor- 
mally devoted to building and 
maintaining brush-making machin- 
ery for Fuller’s own plant, has been 
expanded and these facilities are 
now being used entirely for war 
production. 


Reconversion No Problem 


“When the emergency is over, 
there will be no great reconversion 
problem,” A. Howard Fuller, presi- 
dent, declared. “The equipment 
now being used for the production 
of gun-cleaning brushes and tech- 
nical processing brushes is the same 
as was used before the war in man- 
ufacturing our regular line. After 
the war, we have in mind to mod- 
ernize much of this machinery. 
There are a number of new types of 
brush making machines in our de- 
velopment department at the pres- 
ent time which will require only a 
small amount of additional experi- 
mental work before they will be 
ready for use. Other machines are 
still in the blueprint stage. 

“We have designed tufting ma- 


chines, and when these are built we 
expect to set up a new division to 
manufacture our solid back tufted 
brushes, which have heretofore been 
made outside the Hartford plant. 
Building this new machinery will 
keep a considerable amount of work 
in our machine shop. Some consid- 
eration is being given to the possi- 
bility of producing brush making 
machinery for sale to the trade after 
the war.” 

Mr. Fuller explained that much 
of the material used in the com- 
pany’s brushes is imported and 
since the outbreak of war with 
Japan these sources of supply have 
been cut off. “We have conserved 
our inventories as much as possible 
in order to continue to supply Fuller 
dealers with merchandise,” he con- 
tinued. “In order to continue to 
supply merchandise we have been 
using substitute material as far as 
possible. During the first few 
months of postwar activity, when 
adequate raw materials will again 
be available, we feel that our fac- 
tory organization can be increased 
25% to 35% and our dealer organi- 
zation, which has been cut to less 
than 3,000 dealers during the emer- 
gency period, returned to its peace- 
time strength of more than 6,000. 

“Many new items not requiring 
critical materials have been added 
during the war period which will 
be continued thereafter. 

“The industrialization of certain 
parts of the country during the past 


four or five years leads us to believe 


there will be a substantially larger 
market for our goods in these areas 
than ever before. This seems par- 
ticularly true of the South, and we 
are strengthening our dealer organ- 
ization in this area.” 


Explains to Public 


In current newspaper advertising, 
the company tells how it is manu- 
facturing gun-cleaning brushes for 
the Army and Navy, as well as 
brushes for other military needs, 
and how other Fuller brushes go 
into machinery producing war 
goods, and to help keep war plants 
clean. 

“The Fuller organization is now 
occupied with these war duties,” a 
typical advertisement explains. 
“Some materials used in our peace- 
time products have gone to war. 
Many Fuller dealers are now serv- 
ing their country in the armed 
forces. Your dealer may not be 
able to call on you as frequently 
as you would like. However, you 
can always obtain Fuller products 
by ’phoning the nearest branch 
office. 

“To supply our boys in the armed 
forces is our first duty. To supply 
the requirements of our home cus- 
tomers is an obligation we are 
endeavoring to meet.”’ 


Joins ‘Baby Talk’ 

Albert Botwich, formerly with 
Ruthrauff & Ryan, New York, has 
been appointed art and production 
director of Baby Talk. 
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Generations of Philadelphians have paid thoir penny at the pretzel wagon. This huge, fresh, crisp, soft- 
centered delicacy, salt-sprinkled and mustard-spread, is characteristically Philadelphian because it’s good! 


If you pick the radio station in Philadelphia which is most frequently picked by advertisers who 
are “in the know,” you will pick KYW. e Why do Philadelphia advertisers account for 43% 
of KYW’s non-network time? Why have their purchases of KYW time increased 780% in five 


years? e 


Because KYW is a Philadelphia favorite. Because its 50,000 watts give directed 


coverage—intensified messages in the entire third market of the nation. Because it carries NBC 


programs. Because it is an overwhelmingly powerful local influence. ¢ Investigate the popu- 
larity of KYW as an influence to make your product “Philadelphia's dish.” 


CG) WESTINGHOUSE RADIO STATIONS Inc 


wowo -« 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


WGL © WBZ «© WBZA 


« KYW ee KOKA, 
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Lucky Strike 


Means Fine Tobacco 


With this large-space advertisement 
American Tobacco Co. last week started 
its first heavy promotion of Luckies jp 
newspapers since 1938. Every daily jp 
the country is on the list for the three. 
week campaign (AA, Oct. 4). Foote 
Cone & Belding is the agency. 


Schenley Plans to 
Extend Test Copy 


New York, Oct. 5.—Schenley Dis. 
tillers Corporation revealed thi 
week that it plans to start a ney 
series of advertisements in news. 
papers throughout the country, sim- 
ilar to current half-column test 
copy of an institutional nature. 

The present series has been run- 
ning for the past seven weeks in 
five newspapers in four cities, with 
two advertisements appearing 
weekly. It is scheduled for an in- 
definite run. 

The half-column ads, written ir 
the first person and signed ‘Mark 
Merit,” explain problems of the 
whisky industry in general and 
present incidents revealing the hu- 
man side of the liquor business 
Dealers in areas where the copy has 
been running have reported much 
favorable interest in the series. Free 
booklets, containing the first ten 
articles, are being sent to readers 
upon request. 

Foote, Cone & Belding, New York 
handles the account. 


Myers Reelected 


E. S. Myers, of the Journal, Mid- 
dletown, O., has been reelected 
president of the Ohio Select List 
Other officers are: Raymond E. Dix, 
Wooster Record, vice-president; and 
Frank W. Spencer, Newark Advo- 
cate, secretary-treasurer. 


F&T Advances Drake 


R. F. Drake, for the past 12 years 
assistant advertising manager of 
Felt & Tarrant Mfg. Company, Chi- 
cago, has been appointed advertis- 
ing manager, succeeding T. J. 
Wright who has resigned because 
of illness. 


Crissey Joins Paysee 

Paul Crissey, formerly  vice- 
president and hardware sales man- 
ager of the Edward Katzinger Com- 
pany, Chicago, has joined Robert 
B. Paysee, national sales organ'za- 
tion, Chicago. 


Selling Women While 
They’re Young 


Published by GIRL SCOUTS 
155 EB. 44th Se., New York 
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322 S No. 12 of a series » heroic episodes WORLD WAR NO. 


Lommel began hoacing off. after Tobruk. 


took over a captured British Imperial Command 


heiled and saluted, instead of shot. when they archiy returning the Nazi salutes. drove right 


te we | | 


drove smack into the onrushing convoys of the  alorg past the German columns, all the way into 


«= & 


aff Car for his own use, rather|fancying the advancing Afrika Korps. Every last squarehead in Egypt... . Once, among the Italians. they even 


mpression he would make in it, driving up to those convoys, seeing the British Staff Car, simply ran out of gas. They cowed the Fascisti into 


shepheard’s Hotel in Cairo... . . 4nq that’s why a assumed the young English: lieutenants to be their refueling their car! That was easy. “Cuff an 


ple of applecheeked young Englith lieutenants. mighty Marshal’s aides. Bewildered at first. the Italian about a bit,” they explained, ‘and you 


EF 


another Imperial Command Staff Car. were young Englishmen played up promptly, began 


needn't tell him you're German —he jist knows it.” 


ooneeeneeeah! 
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° the tale of|\the two lieutenants who outwitted the Africa Kory 


* Legends grow up thick and fast as hweeds, in war- 


time. For two years next-to-unbeli¢vable tales of 


individual resourcefulness and daritg have come 
trickling through, out of the maze of mysteries that 
featured the see-saw progress of thd Libyan cam- 
paign. The tale of the two lieutenants in the British 
staff Car has been so variously told that some of its 
details are probably apocryphal. Our version. for 


instance, leaves out the howler about|the time they 


kept an entire column of German artillery patiently 


waiting behind them. in broad daylight, while they 


calmly fiddled and fussed over their stalled Staff Car. 


Another version insists that in all their wild journey 
they were never once challenged or shot at, by Nazis 
or Italians, but were peppered unmercifully by their 
own British comrades before they succeeded in re- 
entering their lines. Another goes into much gleeful 
detail over the means they employed to convince the 
Italians that they were indeed German officers. 
Knowing no German or [talian. and not daring to 
speak English, they are said to have cursed in furious 
gutteral grunts, taken straight out of Chaplin’s 
mouth in The Great Dictator. But all versions of 


the tale agree that the voung Englishmen had a 


ready wit and a sense of humor that the Axis super- 
men utterly lacked. And maybe that’s the moral 
of the whole affair. Perhaps a sense of humor is one 
of the most important secret weapons on our side. 
For it is a big element in morale. which no les- 
hard-headed a militarist than Von Clausewitz hira- 
self rated a decisive factor in warfare. ® Maybe by 
that same token, Esquire’s role as a factor of morale 
is more important than you might think. All we 
know about that is what the men in the armed 
forces tell us. But that’s plenty. They swear by it. 


And 31.2% of them are reported to read it regularly. 


F FIGHTING MEN 
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| worth-while investment, Mr. White 
/pointed out. As an example, he 
|'mentioned the order for a direct 
!eolor illustration of a group of 


Color Prints Are 


Called New Tool 
for Advertisers 


Lower Cost Helps 
Expand Their Use 
in Merchandising 


|of a manufacturer’s catalog. 
| photographer made a set of color 
separation negatives and was start- 
ing on the color prints when the 
client decided not to use a color 
| illustration. 

However, the advertising man- 
ager of the firm ordered a color 
/print for himself, had it framed, 
and hung it in his office. Soon after- 
|ward the sales manager caught 


Detroit, Oct. 6—Constantly grow- 
ing uses for color prints in adver- 
tising and merchandising pointed 
this week to their adoption in the 
future by many who, up to now, 
_ considered their cost prohibi- 
ive. 

This bright future for color prints | 


sentatives. 
produced for less than $2 apiece 
and sent out, with the result that 
the company finally felt compelled 
to use the direct color illustration 
on the catalog, despite the fact that 


| bronze bearings for use on the cover | 
The | 


sight of it, and suggested that 50) 
'more be framed and sent to repre-| stance, ordered more than 500 color 
The color prints were| prints of vegetables and flowers, to 


plates for another cover were ready 
for use. 

“Other new and practical uses 
for these color prints on paper,” Mr. 
White said, “include their use in 
window and counter displays; as 
color guides for sign painters and 
plate makers; in duplicating color 
art work; in selling ideas to clients; 
and stepping up the effectiveness of 
the salesman’s presentation where 
color and realism are important 
selling aids and it is not possible to 
transport the actual product.” 


Seed Company Uses 


A large seed concern, for in- 


include in salesmen’s portfolios. The 
beauty and color of these illustra- 
tions did more selling than could be 
accomplished in any other way, he 
said. 


Outdoor advertising 
have found color prints of original 
art work useful in completing sev- 
eral painted bulletins at the same 
time, and in starting outdoor cam- 
paigns in different cities without 
delay. 


Other Possibilties 


“The real possibilities and the 
many ramifications of using actual 
color prints on paper as a prelimi- 
nary or a final selling tool, as dis- 
plays, as color guides, in testing art 
work for campaigns, as background 
for counter displays or other signs, 
have not yet been tapped,” Mr. 
White concluded. “In serving ad- 
vertising agencies, advertisers, 
printers and engravers, no develop- 
ment in the field of graphic arts 
has expanded so rapidly as the dif- 
ferent uses of these color prints. 
Advertisers are suggesting new uses 


companies | 


Advertising Age, October | 


almost weekly, and every 
assignment seems to lead 
others. 

“Sales managers, as well 
vertising men in every con: 
line, are fast realizing th: 
prints are a fertile field f 
matic and modern selling 
new low cost surprises e\ 
and it is this new basis of « 
is making possible the ma: 
uses to which these prints 
ing put.” 


West Loaned to WPB 


Donald E. West of the 
research department, McCa 
poration, New York, ha 
granted a leave to join the 
cal and magazine section 
WPB printing and publishin 
sion, Washington, D. C., on a 
teer basis as a consultant. 


was outlined to ADVERTISING AGE in| 
an interview with Jeffery White, 
president, Jeffery White Studio, 
Inc., commercial photographer and 
color specialist. The only factor 
which has restricted the general use | 
of color photographs in the past has 
been the cost item, he explained, 
adding that today, by vastly im- 
proved methods, “the color photog- 
rapher not only has brought his 
price down to a level where color 
photographs are well within the 
budget of the average advertiser or 
sales promotion manager, but he 
has also opened up a new field of 
almost limitless usefulness to firms 
which want to put color to work for 
them. 

“This new tool for advertisers and 
salesmen is the ability of color pho- 
tographers today to produce perfect 
color prints on paper, in quantity, 
and at surprisingly low cost.” 

These prints are produced with- 
out any engravers’ plates and fre- 
quently without art work, Mr. 
White said. 

Aid to Salesmen 


As an example of a present-day 
selling job accomplished with such 
prints, he cited a Detroit agency 
which recently placed an order for 
600 8x10 inch color prints of whisky 
illustrations with attractive setup 
backgrounds to be used in sales- 
men’s portfolios. Six different sub- 
jects were photographed directly, 
with 100 color prints of each sub- | 
ject. The prints equipped each 
salesman with product and display 
material at comparatively low cost, 
in effect providing him with an en- 
tire sample line for his brief case. 

“Sometimes the use of color 
prints in quantity proves valuable | 
in checking the reaction of the| 
trade before a color advertisement | 
is released to general publications,” | 
Mr. White continued. “For example, 
28 11x14 inch tri-color prints were | 
made of colored layouts of certain | 
shoe advertisements for a midwest- | 
ern agency, which were to appear | 
in full-page colorgravure ads in| 
several metropolitan newspapers. | 

“These prints were elaborately | 
mounted, supplied with an easel, | 
and used by the shoe salesmen in 
their contacts with shoe dealers. As 
these color prints of the layouts | 
were shown to the trade two or| 
three months in advance of publica- | 
tion, a number of valuable sug-| 
gested changes were incorporated | 
in the finished art and the advertis- 
ing campaign was thereby made | 
considerably more effective.” 

Company Changes Mind 

Color prints may sometimes be | 
used to sell an idea to a client or to 
associates who have not been con- 
vinced that color illustration 
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NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 
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2 | kept warmer when shades are s included: Evaporated Milk Asso- 
~ Pull Shades Down, | pulled down. “This is not a cam- Evaporated Milk ciation, Armour & Co. of Delaware, EXPLAINS CONTROL | 
” |paign to urge people to buy win- | Libby, McNeill & Libby, all of Chi- 
d. Save Fuel, Urges dow shades,” an official told Apver- Industry Settles cago; Borden Company and Nestle’s | 
: j iqn| «helo the fuel situstion” | Anti-trust C Camalion Coubeny, Muweches:| 
r to he e fuel situation.” - | Carnatio any, yaukee; 
“d Group in Campaign The. institute, composed of 15) nu-trus ase |Pet Milk Company, St. Louis; Sego | 
ir wy York, Oct. 5.—The Window | companies, ran its first campaign San Francisco, Oct. 5.—Twenty- | Milk Products Company and Morn- 
le che Institute will supplement its from 1936 through 1938, and re-| three evaporated milk manufactur-|ing Milk Company, Salt Lake City; ? OF 
at oe zine schedule with newspaper | sumed advertising last fall. |ers, western grocery trade associa- Golden State Company Ltd., San 
MN . tisements in 19 metropolitan; J. Walter Thompson Company, | tions and two individuals were fined | Francisco; Consolidated Dairy Prod- | : ‘ : 
e- tos for the first time this fall to| Chicago, is the agency. a total of $77,500 after pleading | ucts Company, Seattle, a_ farmers er and what's happening to it! 
ti n its copy with government —_—_—_—_——_ — in — necenyper | p= omega fgg le rst: ges | 
efforts 8 vation. /court here last week to charges of | Cream utter Association, Los catiinanintiuniadianiaa 
ve +o 600 lines will appear | Shafer Takes Macy Post fixing prices of evaporated milk. | Angeles; and several other Califor- | pee one bala stp tnt “The 
in November and once in Jan- Daniel S. Shaffer has been ap-| Dan F. Stilling, Chicago, national | nia companies and associations. anh quires Ghat quases be oat up for cammeme 
et i _ directed toward consumers in| pointed general sales manager of|administrator of the marketing Indicted in 1941 
r- the colder northern and midwestern|the Drug Agency division of Su-| agreement for the evaporated milk 
arcas. The magazine list has also|premacy Products, wholly-owned | industry under terms of the federal; The case grew out of 1941 federal | 
becn extended from five to seven|subsidiary of R. H. Macy & Co.,|agricultural marketing act, and|grand jury | indictments which 
pt ications. New York. Mr. Shaffer was for- | L. A. Humanson, San Francisco, | charged conspiracy to restrain trade | 


‘ased on scientific tests conducted | merly vice-president of the Inter-|formerly western administrator,| in connection with the reputed fix- 
by the institute last year, the copy | national Vitamin Corporation, a di-| were fined $2,500 each. on 
theme emphasizes that rooms are| vision of American Home Products.! Defendant firms and associations 


| ing of canned milk prices. The | 
| Evaporated Milk Association, it was | 


STALKED A WHISPER 
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T WAS no secret in metalworking circles that new workers 

were not the world’s best inspectors . . . they dropped 
their gages, distorted them, and went right oa using them 
... they held gages in their hands until thermal expansion 
knocked the accuracy right out of them . . . they permitted 
acids and moisture to eat away the gaging surfaces. 

Neither was it completely a secret that metal gages were 
consuming large quantities of tool steels that could be used 
to advantage in other items . . . and that glass gages might solve all 
these problems. 

Iron Age editors saw here the two elements that make an important 
editorial transaction — demand for improved methods, and supply of 
an idea that might be the answer. Somebody must have the story . . . 
who? where? They stalked the whisper . . . cornered all the facts on 
glass gage availability, applications, advantages, disadvantages 
and came forth with an editorial shout that’s now revolutionizing 
American precision gaging. 

This was an editorial “scoop” — shared this time with our good 

that’s typical of the kind of 
service that makes The Iron Age invaluable to the 100,000 key men 
of American metalworking . . 


contemporary American Machinist 


. and that makes it an equally good buy 
for advertisers with materials, equipment, or supplies to sell — now 
or later — to this greatest of American industries. 

Just as our readers have come to expect “firsts” to appear in our 
editorial pages, so have they come to expect the names of the “first” 
manufacturers to appear in our advertising pages. This expectation is 
fulfilled, too... The Iron Age carries more pages of advertising than 
any other industrial publication in the world, because so many manu- 
facturers recognize the need for getting favorable consideration for 
their products when their names come up for a buying decision now 
and after Victory. 

Let your Iron Age representative give you the full facts on Tron 
Age editorial leadership and advertising value. 


A Chilton @ Publication 
100 East 42nd Street, New York 17, N. Y. 
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| The Ab Fedation 79 fat Wher Onien, Chinas 


| In a rush job, the Milk Foundation, Chi- 
| cago, ran this large-space copy in Chi- 
| cago dailies last week to explain that 
| while milk won't be point rationed, 
| dealer quotas have been set up and 
| that supplies may be "slightly curtailed.” 
| Reprints, leaflets and posters also will 
| be used. McCann-Erickson handles the 
account. 


| 
_charged, had fixed prices from the 
| Mississippi river to the West Coast 
|}since 1923, a practice which now 
|has been abandoned. 
| Defense attorneys contended that 
| price fixing was a necessity under 
\the Agricultural Adjustment Act of 
| 1935 in order that farmers receive 
|a fair price for their milk. They 
insisted that the defendants were 
| doing no more than was intended 
j}under the marketing act as inter- 
| preted by the U. S. Department of 
| Agriculture. 
| Association officials in Chicago 
| said efforts were made to postpone 
|the anti-trust case until after the 
| war, but that such deferment has 
‘not been accorded indictments 
| against food industries. The indus- 
try chose to settle the case, “even 
upon severe terms,” in the interests 
of the war effort, they said. 


‘Bradstock Joins CDNA; 
'MacInnes Adds Duties 
| The Canadian Daily Newspapers 
Association, Toronto, has appointed 
_C. C. Bradstock, formerly with the 
| Winnipeg Tribune, The Pre-Cam- 
| brian, organ of the Manitoba Cham- 
|} ber of Mines, and the MacLean 
Publishing Company, Toronto, as 
head of the organization’s adver- 
tising and promotion activities. 
Duncan MaclInnes, in charge of 
|research and _ statistical activities 
for the association for the past three 
years, will add the duties of secre- 
tary to replace Doris Trowell, who 
has resigned, effective Oct. 30. 


Molor West 


Automotive Trade Authority of the Pacific Region 
-_ 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


Most Motorized Section 


.».» the Pacific Far West 


@ Far Westerners have the 
highest average Buying Power 
found in any section of the 
nation. ... 


@ Ratio of Cars and Trucks 
owned per 1,000 of popula- 
tion here exceeds that in any 
other section. 

MOTOR WEST Advertising is the means for 
promoting the distribution and sale of 
Service - Shop Tools and Ma 


chinery . Car Accessories Auto- 
mobiles Motor Trucks in the 


Pacific and Mountain 1943 


MOTOR WEST PUBLISHING CO. 
823 Rives-Strong Bldg. Los Angeles, Cal. 
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Co-op Postpones Meet 


The Cooperative League of the 
U. S. A. has postponed its interna- 
tional conference originally set for 
Oct. 13 until after the conference of 
the newly-formed United National 
Relief and Rehabilitation Adminis- 
tration, scheduled for early Novem- 
ber. The cooperative group will 
coordinate its work with the new 
organization. 


ARE YOU SELLING THEM EFFECTIVELY ? 
. . 
You should have expert counsel 
on how to reach the growing 


£2 $7 Billion Negro Market. Consult — 


| OUT OF ° 
DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Researct 
545 Fifth Avenue + New York, N Y 


EVERY 10 
AMERICANS 
1S A NEGRO 


Cranberry Group 
Launches Limited 


Drive for Eatmor 


New York, Oct. 5.—With heavy 
cranberry purchases by the govern- 
ment greatly simplifying the prob- 
lem of disposition of this year’s 
crop, the American Cranberry Ex- 
change will launch its seasonal 
advertising campaign beginning the 
middle of this month on a much less 
extensive scale than in previous 
years. 

The schedule calls for 120-line 
insertions in 90 newspapers cover- 
ing approximately 70 markets 
across the country, in addition to 
}an initial 300-line advertisement in 
|The American Weekly Oct. 31, 
'which will be followed by smaller 


|}units of 120 lines. 


in the nine-week campaign will be 
a half-page four-color insertion in 
This Week Magazine Nov. 7. Gro- 
cery publications will also carry 
copy on Eatmor cranberries, as will 
Family Circle and Woman’s Day. 


The opening insertion will carry | 


the head, “Three Timely Tips,” 
with copy offering suggestions on 
how to brighten up wartime ra- 
tioned meals by using Eatmor cran- 
berries, and the “double service” 
obtainable when cranberries are 
used either as a breakfast or des- 
sert fruit. 

The American Institute of Food 
Distribution reports that the Army 
will take from 10% to 11% of this 
year’s fresh crop of cranberries in 
addition to having contracted for 
another 23% of the harvest for de- 
hydration. The Army holds about 
450,000 pounds of dehydrated cran- 


| 


Also included | berries from last year’s crop, and 


since lend-lease does not enter the 
picture, the Army has enough cran- 
berries to supply 2,000,000 men 
with more than two pounds apiece 
during the coming holiday season, 
without even touching this year’s 
harvest (AA, Oct. 4). 

Civilians will get about two- 
thirds of the cranberry crop unless 
the Army turns over some of its 
dehydrated holdings, but reports 
show dehydrated cranberries never 
have been popular with consumers, 


| according to the Institute. 


Last year the American Cran- 
berry Exchange launched its na- 
tionwide campaign via 200 news- 
papers covering 180 markets, a 
schedule more than twice this year’s 
in extent of media and coverage. 
The campaign in 1942 also took in 


radio participation programs and 


spot announcements in addition to 


> see 


Bhzs 


2 


WATERLOO 


GEAR 


WMI: KRNT 


CEDAR RAPIDS 


Purchase of Alaska from Russia in 1867 was a stroke of 


—_—_ ee Ree ee eee 


genius —a strategic move in America’s growth. 


Today, it doesn’t take a genius to appreciate the strategic 
importance of the rich mid-west region served by the 
Cowles Group. Blessed by Nature with the worid’s most 
productive land, this area includes: 

16 wholesale centers, over 25,000. 

80 retail centers, 5,000 to 25,000 

601,543 farms, each a war-industry in itself. 

1,387,690 radio homes (daytime primary) with 

population-total of 6,000,748. 7 

To this entire region, Cowles Stations beam your adver- 
tising at group rates as low as $61.50 for a daytime quarter- 


hour on three stations . 
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DES MOINES 


SENTED BY 


as eaten 


.. truly the BIG BUY of 1943. 


Gy, ns gab . 


suits 


WNA 


SIOUX CITY 
YANKTON 


THE KATZ AGENCY 
4 hs. 3 a e ead % 


Advertising Age, October 11, ; 


FEATURES BAZOOKA 


| The Bazooka holds the spot in 1,500-line 
| advertisements which ran in 34 news 
papers, and 1,000-line copy in 100 pa- 
pers in Philco distributors’ cities last 
week. A full page in Life and Time 
plus spots on Philco's radio show, will 
follow the newspaper smash. Sayre M. 
Ramsdell Associates, Philadelphia, is the 
agency. 


business publications, but, as noted 
above, the Exchange has drastically 
curtailed this year’s promotion by 


reason of limited supplies fo: 
civilian consumption. 
Westinghouse Gives 
New Posts to Three 

David M. Salsbury, formerly 
manager of the company’s North 


Pacific district, has been appointed 
general manager of Westinghouse 
Electric Supply Company, New 
York. 

William M. Jewell, formerly act- 
ing manager at Detroit, and man- 
ager at San Francisco, has been 
named Seattle manager; and John 
H. Fisher has been appointed Mid- 
dle Atlantic district manager of the 
company. 


Takes WTM]J Spots 


Smith Brothers Fisheries, Port 
Washington, Wis., has joined the 
radio ranks with a year’s contract 
for spot announcements on “Top o’ 
the Morning,” “What’s New,” and 
“Heinie and His Grenadiers,” heard 


B | over WTMJ, the Milwaukee Journal 


station. 


‘Starts Ad Campaign 

W. H. Schwartz & Sons, Halifax, 
|N. S., has launched a campaign in 
| key newspapers in the Maritime 
| Provinces, Quebec and Ottawa Val- 
|ley for its lines of coffee, prepared 
mustard, peanut butter and spices 
Wallace Advertising, Halifax, is the 
| agency. 


POSTER STAMPS 


REMIUMS 


'..+- PROFITABLE 

| ... PATRIOTIC 

| .-.- POPULA® 
PROFITABLE, provides inexpens: 


media for keeping your Tra 
Marks, Slogans and Brand Nar 
alive. 
PATRIOTIC, New appeals throu 
the use of such popular patrio' 
themes as Combat Insignia; Civ 
| ian Defense; Airplane, Naval, a: 
other Military or War Motifs. 
| POPULAR, with millions of famil\ 
and with more than 1,000,000 peor 
who are Poster Stamp Collectors 
| WRITE TODAY for complimente: 
copies of 3 completely informat! 
booklets; (a) The Growth and Moder 
| Application of the Poster Stamp; 
| Glossary of Information on Post: 
Stamps; and (c) Case Histories of Po: 
| terStamp usesand ‘‘What Happened. 


MID-STATES 


. 


| 2515S. DAMEN AVE., CHICAGO, ILL 
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Sybil Is Still Waiting 


ye a bad looking girl in her day, Sybil. But she was waiting 
for just the right man—a fine, dignified man like father. Suitors 
came—and went—and Sybil waited. 


The lusty young men in town settled down, as always, to do 
their part in making the world go, and Sybil waited to do hers. 


Poor Sybil. She let her search for what she regarded as dignity 
blind her to the true dignity of vitality. Ah! Me! And you know, 
it's possible for a business man to make the same mistake. Let 
him pass up a vital force like Puck-The Comic Weekly because 
he thinks it’s not a “dignified” enough medium for his product— 
and you've got another Sybil. 


Join forces with “The Little King’ —or “ Dagwood and Blondie”’ 
... associate with such beloved favorites as “Donald Duck,” 
“Skippy,” and “Flash Gordon”... enlist that dauntless adventurer, 
“Prince Valiant,” and style-wise ‘Tillie The Toiler” to help sell 
your products. In the pages of Puck you link arms with the spright- 
liest crew America ever clasped to its heart. These cartoon friends 
of America’s are ready to become yours too. 


Puck-The Comic Weekly, primarily a medium for popular 
entertainment, is especially well qualified to do a major advertising 
job whether institutional or sales promotional. Here’s why: 


1. . Because Puck-The Comic Weekly accepts only a limited num- 
ber of advertisements for each issue, visibility and readership are 
unexcelled. Space in Puck is a truly valuable franchise. 


2... Because more children (over 80°; of all adults too) read “the 
comics” than any other single type of entertainment feature. 


3. . Because Puck is a tested and proved result-getter. After an 
exhaustive study, the world’s largest manufacturer of airplane pre- 
cision instruments selected Puck-The Comic Weekly exclusively to 
carry its war time and post-war educational campaign on aviation. 
This campaign to cultivate today’s and future markets is currently 
appearing in Puck. 


15 great Sunday newspapers deliver Puck-The Comic Weekly 
to more than 6,000,000 families from coast to coast. Puck is actu- 
ally read by well over 20,000,000 people of all ages in the United 
States. 


To help sales minded executives bring future selling plans into 
sharper focus, Puck has prepared a sound and timely analysis of 
“Your Customers of Tomorrow.” By all means ask to see this 
unusual presentation full of new selling facts—then consider it 
carefully. Puck-The Comic Weekly, 959 Eighth Avenue, New 
York—Hearst Building, Chicago. 
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Leads with Copy on 
World Police Power | 


To the Editor: In July our client, | 
Romec Pump Company, Elyria, O., | 
okayed the preparation of a full-| 
page advertisement in color calling | 
for world police power for peace. 
This advertisement appeared in the 
full list of aviation magazines in | 
August. | 

On Sept. 26 the American Insti- | 
tute of Public Opinion reported | 
that 75% of the American people | 
today favor the idea of police power | 
to maintain peace. 

It is therefore a compliment to | 
our client to have fostered this idea 
in its advertising practically two | 
months before the public opinion | 
poll was revealed. 

Harm WHITE, 

White Advertising Company, | 

Cleveland. 

, @ F | 


| 

All-Out for Bonds | 

To the Editor: Attached is a copy | 
of our past week’s edition of The | 
Kohlerian, one of three weekly | 
newspapers published in this plant. | 

We are sending a copy because | 
we believe it to be unique in com- 
position with all advertising being 
devoted exclusively to the 3rd War | 
Loan and the sale of war bonds. | 
Maybe we're wrong but we have 
not heard of any other publication | 
anywhere going “all-out” on war 
bonds in that way, throwing out all 
other advertising for the week. 

R. E. LINDNER, 

Editor and Advertising Man- 

ager, Newcomer & Lindner, 

Sheboygan Falls, Wis. 


7, <= ¥ 


Zenith Offers Radionics 
Reference Book 


To the Editor: Were this letter a 
routine news release I would cap- 
tion it somewhat as follows: Suc- 
cess Story of a Home Made Refer- 
ence Guide, with a subtitle about 
“The little book that grew and grew, 
til now it’s fighting the Germans, 
too.” So, while there is nothing | 
routine about this letter, here is the 
story of how the attached book 
came to be, and of how it became an 
important component in the training 
program of flyers for the Army and 
Navy and technicians for the Sig- | 
nal Corps. 

About two years ago, when fre- 
quency modulation first began com- 
ing into general use, our engineering 
correlator, Elizabeth Kelsey, pre- 
pared a bibliography of existing lit- 
erature about this new method of 
radio transmission and reception. It 
was designed for use in our own 
engineering department, but news 
of it spread through the industry, | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
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Romec Pump Co.'s advertisement, advo- 
cating world police power was backe 
up @ month after its appearance by a 
Gallop poll which indicated that 75% 


of the people believe such a program | 


necessary for world peace. 


and we were swamped with 
quests for copies. 


Last year Miss Kelsey prepared a 
Guide to Ultra High | 
which was enthusias- | 
received by thousands of | 


“Reference 
Frequencies,” 
tically 
physicists, radio engineers, college 
and high school teachers, laymen, 
and men in 


So rapid is the progress in ultra 
high frequency 
bibliography on 


also need for another section com- 
prising brief biographical sketches 
of the great men of science who 
have contributed, directly or bas- 
ically, to the development of radion- 
ics in all of its branches. Hence this 


new edition, “Trail Blazers to Ra- | 


dionics.” 
About ten thousand copies were 
mailed last month to owners of the 


jearlier edition who had requested a 


place on our mailing list. 
fun began. 

Letters came rolling in from lay- 
men, scientists, radio manufacturers, 
broadcasting companies, 
high schools, Army and Navy tech- 
nical schools, and many others. Sev- 
eral government schools have re- 
quested copies for each student be- 
ing prepared for the armed services. 
Because of military secrecy require- 
ments we cannot tell you who 
asked for how many, but we can say 
that already thousands of additional 


Then the 


DAYTON... 


during the 


DAYTON ......... 55,825 


CANTON 
AKRON 
COLUMBUS 
YOUNGSTOWN 
CLEVELAND 
TOLEDO 
CINCINNATI 


*1943 figures incomplete, 1942 


past 3 years! 


INCREASE 1943 OVER 1940 


+ 9% 
19,167 + 8.2% 
26,929 + 7.0% 
18,659 + 4.8%, 
18,369 + 3.9, 
21,664 1.7%, 
667 + ~— 0.2%, 
47,704 + : 


heures used in total. 


4. Walter Thompson Survey Figures—Weor 


Ration Book No. 


2—Metropolitan Markets. 


THE DAYTON (OHIO) 


JOURNAL-HERALD 


Morning * Evening * Sunday — Dayton’'s Largest Circulation 
Nationally Represented by The Geo. A. McDevitt Co. 


ae 


re- | 


the communications | 
‘divisions of our armed forces. 


research that any) 


the subject must) 
soon become incomplete. There was | 


colleges, | 


|copies are on their way, not only to 
‘the armed services and their schools, 
but to laboratories and factories that 
|supply them with aircraft and with 
radionic equipment, as well as to 
schools, communication companies, 
etc. 

So long as we can get the paper to 
| print them, we will continue to fill 
| all such requests, free of charge, as 
'a contribution from Commander 
;McDonald, president of Zenith, to 
jthe victory program. Copies are 
| also available for interested laymen, 
and for those who have relatives or 


friends in the communication) 


branches of our armed forces to 
'whom they would like to have us 
|send copies. 

| A word about the author. Her 
|standing in professional and tech- 
‘nical circles is described in the 
book’s preface, but that is only part 
of the story. In appearance she is 
;|much more like an attractive young 
| college student than an erudite phy- 
| sicist. Moreover, she is an accom- 
| plished violinist, an artist whose oil 
paintings have received wide recog- 


‘nition, and a photographer whose 


|salon prints have won trophies in 
|exhibitions all ove the country. 
| Requests for c dies of 


| Blazers to Radionics” should be ad- 
|dressed to E. Kelsey, Zenith Radio 
|Corporation, 680 North Michigan 
Ave., Chicago, 11, Il. 
Tep LEITZELL, 
Zenith Radio Corporation, Chi- 
cago. 
v - © 


Likes Ad Man's Advice 


To the Editor: I have enjoyed 
the Ad Man’s Diary in ADVERTISING 
AcE these many months, and I 
thought I ought to tell you so. 


I sense that we are in a transition 
period, and my confusion is pre- 
cipitated by the sound advice in his 
column. 
JOHN MASEK, 
John’s Plants, Seeds, Bulbs, 
Apopka, Fla. 


oe 


North American Uses 
Screens for Help-Wanted 


To the Editor: Here is a new 
venture in help-wanted advertising 
that may be of interest to many 
manufacturers and agencies: Help- 
| Wanted via motion picture theater 
| screens. 
| The Dallas, Tex., plant of North 
American Aviation recently em- 
barked on a “help-wanted” cam- 
| paign on twenty-three’ theater 
| in Dallas. The schedule 


calls for two weeks in each theater 
,and after completion, it is planned 


As a comparatively young fellow, 


Advertising Age, October 11, | )49 
|in small towns within the p 
| area. 

Inexpensive title films coy, 
the needs of North American 4 .” 
tion in the employment sity 
are used. Each film is sixty «..; 
in length with a screening tim. 5; 
forty seconds during each perf % 
ance. 

Inasmuch as every effort is | 
employed to get help during : 
hectic days, I feel that perso. 9; 
managers will welcome this 
minder of a medium rarely use 
this purpose. 

LESLIE E. Wysonc 

Alexander Film Compar 

Colorado Springs. 
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Coast Company Uses 
Help-Wanted Posters 


To the Editor: Here’s a case 
where a steel fabricator on ‘he 
coast got the jump on “Big Stee!” 
back East! 

In the Aug. 30 issue of Apverris- 
ING AGE, there was illustrated the 
24-sheet poster for Carnegie-TIl]linois 
Steel as the first use of outdoor by 
the big steel companies for “help 
wanted.” 

On May 28, Soule Steel Company, 
San Francisco, took the painted 
| bulletin shown on the attached pho- 
'tograph to sustain the company’s 
|“help-wanted” advertising program 
| in newspapers, car cards and radio 
|The arrow points the way to the 


“Trail| to use approximately 150 theaters! Soule plant, helping to familiarize 


Adv¢ 
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NEWS BREAK ON POSTERS 


Adv: ” 
as a tribute to National Newspaper; It could be added that similar} conclusively the ability to promote 
Week. ; opportunities are expected to open! the program described above. 

This advertisement on freedom of | up in several of the district offices|) The above or additional experi- 
the press—“The 5th freedom that | of the New England War Production|ence should have included some 
“tno e Dig pooner four, — $1Z€| Board, such as Hartford, Conn.,| Practice in employe-employer rela- 
indicated, will run in over n€WS- | Springfield, Mass., Providence. R. I. | tions, either in industry or in gov- 
papers a ea | ae. g r *"“"""\ ernment service, of such a nature 
ing the entire area serve y Ar-| summary Descripti -,<. | to indicate clearly that the appli- 
kansas Power & Light Company. | Under proeet a Mags es age | cant understands and can work co- 
EARL L. SAUNDERS, | promoting the organization of labor- |operatively and _ sympathetically 


: a 


. S. M. Brooks Advertising , with both labor and management 
ee os Agency, Little Rock, Ark. | management committees established Applicants should be capable of 
= be gg 2 bo ith ‘the War Produc- |counseling and servicing yore as 
sag a me |}tion Drive program; consults and | Pty 


well as established, labor-manage- 
/ment committees to the end of their 
|fullest participation in the War 


| advises with the labor and manage- 
ment groups to furnish information 
and counsel on WPB Drive policies, 


Gets Immediate Answer 


To the Editor: You'll note that 


, nde Kamps say - 


Walt Disney cartoon poster, prepared before Mussolini's erasure from the 
.» scene, was posted immediately afterward in the southern California area. 


Thi 
Ite 
a 
prospective war workers with its 
location. 
F. D. CourTNeEy, 
Gerh-Pacific Advertising 
Agency, San Francisco. 


— | oe 


Timely Shot 


note that the cartoon is by Walt 
Disney. 

As you will readily understand, 
it created considerable attention 
and favorable interest throughout 
the southern California area where 
it appeared. 

CYRIL WRIGHT, 


even the makeup desk for the edi- 
tion of the Wall Street Journal has 
a little fun at times. For evidence, 
note the attached clipping. 

The headline On one advertise- 
ment reads: “Wanted: Trained 
Executive;” the advertisement di- 
rectly below it is headed: “Am I 
the Man You’re Looking For?” 

CARL ZACHRISSON, 

N. W. Ayer & Son, San Fran- 

cisco. 

v v v 


Outlines Opportunities 


objectives, methods, and pattern of 
committee organization; consults 
and advises with committees on the 
continuing conduct of their activi- 
ties seeking to stimulate interest, 
promote greater efficiency, expedite 
the solution of specific plant or in- 


dustry problems; suggests and de-| 


velops industry informational pro- 
grams designed both to evoke in- 
terest and inform labor and man- 
agement groups of Drive objectives, 
advantages, policies, etc.; advises 
committees on internal procedures, 
records; analyzes reports; conducts 


| 


| 
| 


Production Drive and its objectives. 
Applicants must have demon- 
strated the ability to meet and deal 
satisfactorily with management, 
labor, and the public. 
FREDERICK BOWES JR., 


New England Regional Man- 
| ager, War Production Drive, 
| Boston. 


Borden to Start 
New Copy in ‘Life’ 


To the Editor: Attached is a pho- Sales Promotion Manager, Fos- for Ad Men’‘s H ] correspondence on the above mat- setae tas Mecdenie chase Ge 
tograph which you may find of edi-| ter & Kleiser Company, San otp ters and prepares related tasks. ties, using full pages in four colors 
toria! interest. It is of the very Francisco. To the Editor: It occurred to the Minimum Qualifications: Appli-| jin Life has been scheduled to begin 
timely poster developed by Van de- vv? writer that possibly some of your|cants must have had at least four| with the Oct. 18 issue and will 
Kam} ‘’s Holland Dutch Bakeries of Backs Newspaper Week readers would be interested in the years of progressively responsible, appear once a month for the re- 
Los Angeles. attaehed opportunity for men in| effective and successful experience | mainder of 1943 and extending into 

This poster was prepared prior to To the Editor: You may be in-| advertising and selling to partici-|in the sales or sales promotion of| 1944 
the abdication of Mussolini and/| terested in the enclosed piece of| pate in what is currently the most} goods or services of sufficient scope Supplementing the company’s 
went on display immediately after| copy prepared for our client, the| important of our war production| and quality and with an adequate regular schedule in other maga- 
the news came through. You will| Arkansas Power & Light Company,! programs. performance record to demonstrate | zines, the new campaign in Life 


will feature wartime menu advan- 
tages of the complete line of Bor- 
'den’s cheeses. Elsie, the famous 
| Borden cow, will call cheese lovers’ 
| attention to the varied and thrifty 
opportunities to use the company’s 
products, with the slogan, “Borden’s 
fine cheeses, wonderful ‘buys’ for 
your points and pennies,” helping 
Elsie promote the campaign. Art 
work will be spotlighted with full- 
color pictures of savory dishes 
_making use of each type of Borden’s 
cheese. 
Young & Rubicam is the agency. 


JWT Makes Two New 
Appointments in S. A. 


Origenes Lessa, Brazilian author 
and newspaperman, has joined the 
Rio de Janeiro office of J. Walter 
Thompson Company. Mr. Lessa 
founded and directed the first Bra- 
zilian magazine exclusively devoted 
to the advertising business. He be- 
gan his advertising career in 1929 
when he joined the advertising de- 
partment of General Motors in Sao 
Paulo as a copywriter. In 1935 he 
joined J. Walter Thompson Com- 
pany in the same capacity. 

Charles D. Dulley, active in the 
advertising field in Brazil for the 
past 15 years, has been appointed 
assistant manager of the agency’s 

| Sao Paulo office. In 1927 he joined 
General Motors as assistant to the 
|advertising manager, in charge of 
direct mail and outdoor advertising 
‘for all Brazil. In 1931 he joined 
J. Walter Thompson Company as a 
copywriter and later headed the 
media department. 


INGREDIENT 


Kven in today’s emergency, America has the trees, 


the mills, the resources and experience to produce 


record pulp tonnage. But the one elusive ingredient 


Announce Poster Contest 
The 10th annual Cleveland Stu- 
dents’ Poster Art Contest, now in 
preparation, will have as its theme, 
“Planning America’s and the Ameri- 
can People’s Future in Peace.” 
Specifications for the contest, which 
is sponsored by the Cleveland Ad- 
| vertising Club, will be ready for 
distribution Dec. 1. Prizes amount- 
ing to $500 will be contributed by 
J. A. Zimmer, president of Central 
Outdoor Advertising Company. 


65 


is crews to get out the wood for pulp and paper 
that will feed supplies and ammunition to our fight- 
ing men and fill essential civilian needs. In spite 
of other manpower requirements, this crisis must 


be met, for Government calls pulpwood one of the 


most critical of today’s war shortages. Publishers, 


advertisers, printers, and other patriots can help in 


this vital campaign by issuing all possible material TOP-FLIGHT 
| , : U 5. Industries 
H designed to get many more men into = ° — \ 
C C ; aero placed Institutiona 
. . VICTORY | dvertising 
the woods for this essential war work. ($e and War A 


in our columns in 
the first half of 1943 


List of firms sent 


Buffalo 


COURIER 
EXPRESS 


SUNDAY 
ORNING AND 
OME WSPAPER IN BUFFALO 


on request 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND * BOSTON *« ST. LOUIS* CINCINNATI * ATLANTA 
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New Task Seen for 
Institutional 
Advertising 


Must Interpret 
Free Market, Fred 
Eidean Tells PNPA 


Harrisburg, Pa., Oct. 6.—To insti- 
tutional advertising falls the new 
task of heightening public apprecia- 
tion and further understanding of 
how industry operates, against the 
day when a possible turn in the 
economic cycle may increase the 
social and political pressures, Fred 
Eldean, assistant director of public 
relations, General Motors Corpora- 
tion, told members of the Pennsyl- 
vania Newspaper Publishers Asso- 
ciation here this week. 

Industry is at its best when it 
utilizes its own known, tried and 
proved techniques, said Mr. Eldean, 
and if industry will apply what it 
has learned in marketing products 
to selling itself, then it will make 
great progress. 

“In product advertising we do not 


and interest of some people. 

Local companies and institutions 
constitute a substantial market if 
they view institutional advertising 
as something vastly more important 
than merely keeping their names 
before the public, he said. The 
potential is great if they recognize 
that they do have something to say, 
Mr. Eldean added. 

Actually, there is no such thing 
as a planned economy, he con- 
tended, and sensitivity to the people 
in terms of products would be 
weakened as government becomes 
centralized and concentrated in 
functions. There is, however, a 
politically planned economy which 
substitutes for the free decision of 
the individual, a decision by some- 
one who holds a political office. 

Urging closer cooperation be- 
tween newspaper owners and re- 
tailers, Albert Coons, vice-presi- 
dent, Allied Stores Corporation, at 
the same meeting declared that 
every retail business is essentially 
a “partnership” of landlord, news- 
paper, labor and merchant, and 
each of these elements has “the 
responsibility of making a contribu- 
tion to the business and, of course, 
each should get its just return 
therefrom.” 

Outlining the results of a survey 
prepared by the Pennsylvania Re- 
tailers Association, in which 12 out 
of 24 merchants complained of the 
“independent attitude of the pub- 
lishers,” Mr. Coons emphasized that 
the majority of retailers partici- 


| pating reported that their relation- 


run a single insertion and then 
quit,” declared Mr. Eldean. “We 
keep steadily repeating until we 
have a_ penetration with public 
acceptance. But do we do that in| 
institutional advertising? Some- 
times, yes. Frequently an adver- 


tiser gives only a single exposure to 
an idea he wants to get across. If 
he does not do that he jumps around 
copy-wise like a jitterbug and the 
public probably has a confused im- 
pression if it has any focus at all.” 


Urges Continuity 


Urging the same continuity 
institutional advertising as there is 
repetition in product advertising, 
Mr. Eldean pointed out that the 
philosophical interpretations which 
have been made in terms of free, 
competitive or individual 
prises have been helpful, while con- 
tinued approach along that line may 
be needed to obtain the attention 


ships with their local newspapers 
were not as close as they desired. 
The way to make up for increased 
costs is not to raise rates to the 
point where a customer cannot tell 
his story, or that he cannot make a 
profit, for then “you will have for- 
gotten that you are, or should be, 
a partner of your advertiser,” Mr. 


| Coons asserted. 


in | 


enter- | 


Depicting radio, and eventually 
television, as a potentially serious 
threat to newspaper revenue ob- 
tained from retailers, he said that 
up to the present time radio “is 
admittedly a flop so far as local 
merchants and department stores 
are concerned,’ possibly because 
national advertisers have been 
booked so far ahead that the sta- 
tions have done little about getting 
local business. 


“|, 


' Son?) 


Department store adver- 


Elsa Maxwell is reputed to know 
more people than any other 
woman in the world. Her sparkling 
column "Party Line" in the New 
York POST is still another "first" 
for this great liberal newspaper, 
another interpretative feature that 
builds audience, and reader loyalty. 


tisers know well this POST reader loyalty. For example- 
every month during the first nine months of 1943 the 


POST has constantly improved its position in the depart- 


OWI Seeks News, 
Radio Men, for 


Overseas Work 


New York, Oct. 6.—The Office of 
War Information, overseas branch, 
today announced it is seeking the 
services of at least 150 top-flight 
newspaper and radio men who will 
be trained in New York for service 
in combat areas and in OWI out- 
posts in all parts of the world. 

The men the OWI is primarily 
seeking, Philip C. Hamblet, assist- 
ant director of overseas operations, 
told a group of newspaper, radio 
and advertising publications repre- 
sentatives at OWI headquarters to- 
day, are those with enough execu- 
tive and technical experience to 


take over newspaper and radio 


plants in captured cities and put 
them quickly in operation telling 
the story of Allied aims, and eras- 
ing Axis propaganda lies. 

Mr. Hamblet, who has just re- 
turned from several months spent 
in North Africa and Sicily, told how 
members of the Psychological War- 
fare Branch, U. S. Army, of which 
OWI is a part, entered captured 
Palermo soon after the troops, and 
in a few days, with the help of 
Italian workmen, were issuing 
newspapers and putting on broad- 
casts. 

“We are seeking the best men we 
can get from the ages of 38 to 45, 
or those who are draft exempt or 
have been honorably discharged 
from service. We need newspaper 
writers and executives, radio writ- 
ers, engineers, technicians, and men 
with the ability to manage a sta- 
tion. Knowledge of One or more 
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1943 Advé 

foreign languages is a great ac. 
As in all government jobs, the pa: 
will not be commensurate , th 
man’s present pay or his apilitin. 
but he will know he is doing a e.! - 
war job. The pay rang from } 
$4,600 to $6,500 a year, with .. Th 
allowance for overseas living has 
penses.” a for 

Applications are being handleq py, pins 
David Ruml, OWI personne! cop, Thes 
sultant, 224 W. 57th St., New Yor, may 
From Oct. 13 to 15 Mr. Rum| wi mat 
interview applicants in th OW! a= 
domestic office in the Mather lowe, x 
Chicago. ’ or 
Named Ad Manager in J 

Dale Karstaedt, formerly adver. W 
tising manager of the Racine Joy. WPI 
nal - Times, has been appointeg criti 
advertising manager of Nationa) cho! 
Enameling & Stamping Company nec! 
Milwaukee. e say 


check is always larger . . 


ment store field and showed regular and consistent gains. | 


Look over your Fall and Winter schedules to 
see if you are taking full advantage of this 


CASH-REGISTER-proved medium. 
write, wire, or ‘phone 


While national advertisers can't check 
daily on the results of their sched- 
ules—department stores and retzil 
shops can—AT THE CASH REGIS- 
TER. That's why New York POST 
advertising shows such steady and 
positive progress among these stores. 


MRE YY 


QIGHIT? 


lf not, 


ED KENNELLY, NATIONAL ADVERTISING MANAGER 
WE EMPLOY NO NATIONAL REPRESENTATIVES. 


farm magazines. 


Successful Farming reaches more than a million of 
these topmost farmers. But the story of its success and of 
its influence is not written in circulation figures. It is 
written in the lives of those who, for more than forty 
years, have looked to it for sound advice and counsel. It 
is impressed on the minds of thousands of farm families 
who, each month, await its coming with welcoming 
eagerness. It is carried in the hearts of the farm men and 
women whom it has helped to success in their chosen 
occupations. That is why Successful Farming is preferred, 
in the Heart, to any other farm magazine. That is why 
Successful Farming is a great farm magazine. Meredith 
Publishing Company, Des Moines, Iowa. 


ATURDAY night in town—weekly climax to active 

days of battling wind and sun and rain—you'll find 
farmers clustered together talking shop. Usually a single 
individual leads the discussion. His opinion and his ex- 
perience weigh most in the conversation. 


He is one of America’s topmost farmers.. His cream 


more modern and better kept than those of his neighbors 
... his purchases this Saturday night are greater. He isa 
Successful Farming subscriber—prefers it to all other 


* .. there ar§di 


. his cattle fatter . . .his home 


the best farm families prefer Sues 


Other 33 States 


SIGNIFICANCE: 


differences ... revealed by a special tabulation 


U.S. BUREAU ofthe CENSUS 


Number of Tractors Operated (Per 1000 Farms) 
SUCCESSFUL FARMING Subscribers 


Neighbors (Non- 
Heart States plus N. Y. & Pa. 


569 


458 
436 


subscribers) 


124 


. .. Successful Farming Subscribers are BEST... in their COMMUNITIES . .. REGION ... NATION 


by the 


NOTE: Ask Successful Farming salesmen to show you proof of reoder preference as revealed by Ross-Federal! Studies. 
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Private Lines 


The War Food Administration 
has ¢ veloped an extensive program 
‘r compressing foods to save ship- 
ing space in feeding our allies. 
These compressed foods, it is said, 
may eventually be used in vending 
machines for a postwar streamlined 


Automat. 


* * * 

Unless there is a change in plans, 
the 4th War Loan drive will come 
in January. 

: * * 


Woodpulp is now rated by top 
WPB officials as one of the most 
critical materials. The woodpulp 
shortage has become a No. 1 bottle- 
neck in the war program. Officials 
say, however, that the publishers 


are extremely shortsighted in their 
approach to the woodpulp problem, 
and fail to see the real danger 
beyond the shortage of book paper 
and newsprint. 

With woodpulp needed in huge 
quantities for war purposes, short- 
age in paperboard for packing mpr- 
chandise is developing. Unless this 
shortage can be beaten by expanded 
woodcutting and conservation, offi- 
cials predict that our whole system 
of packing and distributing civilian 
goods may have to be reorganized. 

* * * 

Although there is now a surplus 
of aluminum, adequate amounts of 
carbon steel and a satisfactory sup- 
ply of copper, civilians should not 


expect production of consumer 
goods for a considerable length of 
time. Even if manpower were 
available, WPB is determined that 
the first surpluses of materials must 
go to maintenance and repair parts 
for railroads and public utilities, 
which have struggled for nearly 
two. years without new supplies. 
* * a 
The Navy will soon issue a 
manual on contract termination. It 
is expected to be far less generous 
with advertising than Procurement 
Regulation 15, the War Department 
guide which opened the way for 
some institutional commitments. 
* * ok 


Paul M. O’Leary, OPA deputy 
director in charge of rationing, who 
resigned last week to return to a 
teaching job at Cornell University, 
should not be associated with the 
purge of professors ordered by Con- 


gress last summer, for the purge 
covered only the price-fixing divi- 
sion. One of the few remaining 
charter members of OPA, Mr. 
O’Leary had developed all of its 
rationing programs, including point 
rationing. His resignation had been 
postponed at least once at the re- 
quest of Chester Bowles. 
* * * 

OWI Director Elmer Davis sought 
to lay to rest recurring reports last 
week that a group of government 
officials is all set to launch a gov- 
ernment newspaper. He said these 
rumors are as ridiculous now as 
they were when first circulated a 
year ago. 


Reilly Joins Newsweek 
William J. Reilly, formerly pro- 
motion manager of the News, Char- 
lotte, N. C., has joined the advertis- 
ing promotion staff of Newsweek. 


essful Farming 


differences in farmers... 


Parker Erickson Heads 


Majestic Sales 

Parker H. 
Erickson has 
been appointed 
director of sales 
and head of ad- 
vertising and 
merchandising 
policies of Ma- 
jestic Radio & 
Television Cor- 
poration, Chi- 
cago. 

For the past 
five years Mr. 
Erickson has 

. been in charge 
P. H. Erickson of merchandising 
and advertising of the Bendix Home 
Laundry, Bendix Home Appliances, 
Inc., and was previously associated 
with E. A. Tracey, president of 
Majestic, when the latter was vice- 
president in charge of sales of Zen- 
ith Radio Corporation. 


To Conduct Campaign 

The paint and varnish division ef 
Canadian Industries Ltd., Toronto, 
will conduct an extensive advertis- 
ing campaign in cooperation with 
the government’s “Mend and Make 
Do” program. . Full-page, four-color 
advertisements will appear in Ca- 
nadian national magazines and 
weekend publications, 60 daily 
newspapers and approximately 100 
weeklies. Ronalds Advertising 
Agency, Toronto, is in. charge of 
the account. 


CHICAGO SELECT 
NEWSPAPER GROUP 


Chicagoland's Most Pow- 
erful Advertising Medium 
offers you over 


Greater than the home-delivered 
circulation of all Chicago Dailies 
combined! 


SAVE NEARLY 


25% 
on this 92-paper 
combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
_ NEWSPAPER GROUP 


Eugene R. Flitcraft, Mgr. Dir. 
64 E. Lake St., Chicago |, Ill. 
Phone ANDover 3311 
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Duane Jones Gets 
Blue Label Account 


Curtice Brothers Company, Ro- 
chester, N. Y., maker of Blue Label 
ketchup, chili sauce and other prod- | 
ucts, has appointed Duane Jones 
Company, New York, as its agency. 

Duane Jones will also handle 
promotion of the latest addition to 
the Curtice line, “Tasty 7,” a condi- 
ment mixture for making chili 
sauce, salad dressing, etc., which 
was introduced in test markets dur- 
ing the past few months. 


To Publish Radio 
Audience Analysis 


The Pulse of New York, radio 
and opinion research organization, 
will begin publication Oct. 15 of a 
monthly newsletter titled “The 
Radio Audience,” written and edited 
for the use of the radio industry. 

The new service, available on a 
subscription basis, reports on con- 
tinuous changes in structure, pref- 
erences and requirements of radio 
listeners, actual as well as potential, 
based on monthly measurements of 
the Pulse of New York. 


Y&R Series Extolls 


Media of Communication 


Young & Rubicam has scheduled 
a series of advertisements dealing 
with the three major media of pub- 
lic information in the New York 
Herald Tribune and Times and the 
Chicago Daily News. The series will 
also appear in Fortune, Newsweek 
and a list of advertising publica- 
tions. First advertisement of the 
series discussed the part played by 
newspapers; the second will deal 


with magazines, and the third, 
radio. 


Advertising Age, October 


11, 1943 


‘Sainsbury Reelected 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as te Ray find it appropriate to do so through 
the column. 


September 27. Saw a copy of a very 
sane and wise letter about war advertising 
which was sent to every member of the 
Association of National Advertisers by 
Charlie Mortimer, its chairman. I do not 
see how any advertiser who reads it can 
be in doubt as to where and how he may 
make a contribution to the war effort in 
keeping with his business interests. And 
any advertiser who didn’t receive it can, I 
understand, get a copy by asking ANA for 
it. There are still a lot who apparently 
don’t understand that advertising which 
brags about their war contributions is not 
itself a contribution. 


September 28. A gentleman who is a 
magazine writer wants to know how he 
can start a mail order business in his home, 
with a few hundred dollars capital and no 
experience. It has been done. I know a 
girl who did it with her grandmother’s 
recipes for some very tasty preserves. But 
I never knew it to be done by anybody 
who did not first have a product he be- 
lieved in. The fact that a good product 
comes first, and that advertising, mail order 
or otherwise, is only part of the mechanics 
of distribution for it, has escaped quite a 
few observers—and practitioners. 


September 29. Noticed an advertisement 
of a conservative New York investment 
house, headed “Go West Young Dollars,” 
featuring a booklet about their belief in 
the future of Pacific Coast industries. Hav- 
ing been a bull on that empire for some 
twenty years or more I must applaud their 
vision. But, Lord, how long it takes to get 
some minds across the Hudson River! 


September 30. 


How revealing a letter 
can be! 


I have one today from a complete 


stranger, applying for a job. On the face 
of his record he is a man of high calibre, 
worth sitting down with for better ac- 
quaintance. But there are a dozen little 
things about this letter—in the stationery 
itself, in the points of view, in the ap- 
proach and the expressions used—which 
spell nothing but pompous ass. 


October 1. Talked with the chairman of 
our local draft board about the deferment 
of a key man in our business. He did not 
give me much hope. But every time I have 
an experience like this I am impressed 
anew with what a lot of fine citizens we 
have in this country, doing these mean 
jobs as faithfully as they can. In fact, I 
must count as one of the gains from this 
war the greater appreciation I have of the 
qualities hidden in hitherto casually-known 
neighbors. 


October 2. Took into town a truck load 
of extra fancy Grimes Golden apples, just 
off the trees, and sold them to a chain 
store buyer. The price made me feel like 
a profiteer. But when Chet Bowles’ ceiling 
on them goes into effect next week I'll 
probably be cussing him out. 


October 3. Reviewed the financial situa- 
tion for the year to date of two institutions, 
scientific and cultural, with which I am 
connected. Neither has any endowment 
nor any state support, and at the begin- 
ning of this year it was believed by many 
that financial contributions would so 
dwindle that their doors might have to be 
closed. Instead, each has received more 
support than it did in the same period last 
year. Apparently we have made up our 
minds that such institutions are also among 
the things we are fighting to preserve. 
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CAB to Meet in February Wright Joins ‘Newsweek’ 


| Association of Canada at its recent | meeting at Chateau Frontenac, Que-!| joined the New York advertising 
bec, Feb. 14-16. 


G7 Jl, e ° e CG Wy ‘GC, | A. H. Sainsbury was reelected | The Canadian Association of! Ed F. Wright, formerly with the 
, — ° 7 | : eo? . ac 1 Le . e > ; Sok ¢ , as 
tho “ae MII ft Gulf tid |president of the Food Brokers’! Broadcasters will hold its annual) Meredith Publishing Company, ha 
|two-day conference in Toronto. 
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IS IN WWL LAND! “iy 


And So Are 10,000,000 Customers From Five Different States! 


staff of Newsweek. 


MOST OF MISSISSIPPI, including the 
entire Mississippi Gulf Coast, is yours 
along with parts of four more Deep 
South states when you buy WWL. 


A CLEAR CHANNEL, 50,000 watt sig- 


nal has won WWL a prominent place 


THE WTAG arteRNOON HOSTESS 


Central New England women keep in 
close touch with “housewise” Mildred Bailey, 


on the dial of every radio in the Deep 


Whether she mentions furniture, decora- 
South! To blanket this 


prosperous tion, menus, or house cleaning Mildred Bailey 


market. you need 


NEW ORLEANS 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Net'l Rep 


tatives, The Ketz Agency, inc. ' 


every afternoon over WTAG. She has the 
knack of brightening their daily lives with 
practical suggestions and in phrases they 
enjoy — strictly a la New England. “House- 
wise” is the one word to describe her knowl- 
edge and her style. 


WTAG 


When You Buy Time— 
Buy An Audience 


WORCESTER 


has made members of her audience ever 
conscious of brand names. Three quarters 
of her participating sponsors have renewed. 
How about the complete story? Wouldn’t 
you like to receive it? 


Basic 


Columtia 


PAUL H. RAYMER CO. 


National Sales Representatives 


Associated with the 
Worcester Telegram-Gazette 
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Listen to this.... 


Political thinking? Intelligent discussion? Well, when they build forums 
in the big cities they name them “Town Halls”. It’s the towns that have 
maintained the most democratic institution in America—that permit each 
man to express himself in public on Town Meeting Day. It’s our towns 
and small cities that produce by far the highest percentage of people who 
achieve eminence and are represented in ““Who’s Who in America.” 


Sixty per cent of the population lives in our towns and small cities— 


does its shopping on Main Street, where more than half of the country’s 
q retail stores are located. Yet that biggest part of the nation’s market is 
ha the least adequately covered by national advertising. 

= PATHFINDER—America’s oldest news weekly—is edited exclusively 
for that one huge population group. Today it enjoys an intensely faithful 
readership among more than 400,000 subscribers. Now that operating control 
has been acquired by FARM JOURNAL, its editorial effectiveness is being 
heightened, it is being printed on better paper, its format has been mod- 
ernized. With Graham Patterson as Publisher, and Robert West Howard as 
Editor, PATHFINDER’S service and influence are being vastly extended. 


A large circulation increase is dependent only on paper restrictions. 


With its present low advertising rate of $800 per page, PATHFINDER 
is a splendid advertising investment. It is the one periodical read one 
hundred per cent in the richest potential, but least effectively covered 
market in the country. 


PATHFINDER 


News Weekly from the Nation’s Capital 


PATHFINDER BLDG. WASHINCTON, D.C. 


\SDVERTISING OFFICES: 


hiladelphia ....... 230 West Washington Square 
ashington, D. C. Pathfinder Building, 2414 Douglas St. 

| Room 2013, Graybar Building 
hicago....... Room 2101, 180 N. Michigan Ave. 

~~. -eere Room 5-267, General Motors Building 
ae W. F. Coleman, 1037 Henry Building 

an Francisco . . W. F. Coleman, 300 Montgomery St. 

e | Los Angeles ..... W. F. Coleman, 530 W. Sixth St. 
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Ask Revision of 
Rule on Bonuses 


for Salesmen 


Washington, D. C., Oct. 6.—Offi- 
cials of the salary stabilization unit 
of the Bureau of Internal Revenue 
have been asked to ‘reconsider a 
recently enacted regulation requir- 
ing Treasury approval for increased 


BURTON 


BROWNE 


bonuses to salesmen earning more 
than $5,000. 

The provision providing for 
Treasury review in thousands of 
individual cases which had pre- 
viously been exempt from stabiliza- 
tion regulations appears in the 
amended stabilization regulations of 
the Commissioner of Internal Reve- 
nue signed Sept. 4. 

Under the earlier order, the 
Treasury permitted payment of 
bonuses and commissions so long as 
the rate remained the same as the 
rate before enactment of the sta- 
bilization act. In revising the regu- 
lations last month, the Treasury de- 
cided that it would review bonuses 
and salaries whenever the total sum 
of the commission or bonus ex- 
ceeded the sum of the year ending 
Oct. 3, 1942, regardless of whether 
or not the rate had changed. 

Several large corporations, 
alarmed at the necessity of submit- 
ting forms for each individual sales- 
man or executive who will receive 
increased bonuses or commissions 
this year, conferred with the stabili- 
zation unit this week. A. D. Bur- 
ford, deputy commissioner, said a 
clarifying statement on the regula- 


next few days. 

Officials of the unit cautioned that 
the change in the regulations should 
not be interpreted to mean that 
increased commissions and bonuses 
will not be allowed. They assert 
that they changed the regulations so 
that they would have records of 
all increased payments. Under 
Treasury procedure, firms must file 
a form at one of 13 stabilization 
field offices if the payment for com- 
mission or bonus this year exceeds 
in amount the payment for the year 
ending Oct. 3, 1942. 


‘American’ Starts Drive 


American Magazine has launched 
a special campaign to emphasize the 
magazine’s slogan, “When impor- 
tant people have something im- 
portant to say ... they usually say 
it in the American Magazine.” Each 
advertisement features a_ signed 
statement by an important govern- 
ment official explaining why he has 
written for the magazine and en- 
dorsing it as a medium for present- 
ing national problems. Placed 
through Benton & Bowles, New 
York, the schedule will run in the 
advertising trade press, plus Auto- 


Pure Oil Pays 
Tribute to All 
Station Operators 


Chicago, Oct. 7.—One group of 
hard-working home front “‘soldiers” 
—the service station operators— 
got a well-deserved boost this week 
when Pure Oil Company ran a 
1,500-line advertisement praising 
“That Fellow on the Corner.” 

The copy, a one-shot affair, is 
appearing on a staggered schedule 
in newspapers of principal cities in 
which Pure Oil has distribution. It 
doesn’t forget to mention the serv- 
ices Pure Oil men are offering these 
days in helping conserve the na- 
tion’s cars, but it goes farther than 
that by paying tribute to all station 
men, 

Detailing the many things which 
have struck hard at the service sta- 
tion field, including gasoline ration- 
ing, manpower troubles, increased 
demand for wartime services, etc., 
the advertisement adds this eulogy: 

“So here’s a cheer for the man on 
the corner, the man at the pump, 
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Advertising Age, Octob My 


A TRIBUTE 


That Fellow 
on the Corner 


pertisi” 


s . . . . . as —all 
tion would be issued within the! motive News. the man at the free-air hose. . . No Pure Oil Co., Chicago, ran this aay ag 
newspapers last week paying tribute sMmminded I 
- all service station men for the part theyimany th 
are playing in the transportation picture imme Wal, 
cee Su 
matter what color cap he wears ; 
i no matter what company he repr Bach : 
sents, he is pumping these days fo, _ 
America.” , esto 
Although the average service sta. Ig 
° e tion man has been faced with re poklet, 
- , Vv 
duced sales due to gasoline ratign- ! 
Wh | like (0 | rite ()T’ ing and pleasure driving restric.[m@e™ 5% 
tions, his position as a dispenser ofm™ © 
service has increased his actuaj May 
work these days, Francis H. Mar- th 
a ling, advertising manager of Pure : . 
Oil, declared. Pr 4p 
“With his helper gone to war, and ue 
new help almost impossible to get i, - 
he finds himself in a tough spot if... 
there ever was one,” he added pod 
“Some have sought more remuner- ay 
ative war work. Those who are’, t} 
sticking to their stations certainly—i*,.. 
deserve all the encouragement we ng 
can give them, for these men ar i} 
truly vital to the proper mainte- | 
nance of our nation’s automotive + 
transportation — the transportation). 
lll that 80% of our war workers de-H..,, 
pend on.” non 
Leo Burnett Company, Chicago, isi), 
the Pure Oil agency. volis 
The Street called James originated deep in the South and was = 
supposed to proceed directly to the Baptist Seminary. But a Two Join Wilson & Co. orm 


detour led to newspaper work in New York and then A. J. Rieder, formerly advertis-§ The 


branched out to magazine, best-selling book and movie circles. ing manager of Fried & Reineman Meleph 
Packing Company, Pittsburgh, andi depa: 
T. B. Cotton, formerly advertising Hd pu 
manager of O’Cedar Corporation, ited s¢ 
Chicago, have joined the advertis- fon of 


Back when I was a newspaperman in New York, 
green as a gourd, Cosmopolitan blitzed my life by 
suggesting that I try writing for them. 

I nearly fell on my face. A boy from Laurel, 
Mississippi, my home town, happened to be visiting 
me and he thought I was making up a tale. So he 
called on Frances Whiting at Cosmopolitan and 
asked, “Lady, have you ever heard of Jimmie Street, 
or is he kidding us?” 

Anyway, I began a series of sketches. They were 
not magazine material, but at Cosmopolitan’s sug- 
gestion I made them into my first book. The book 
was facts (well, pretty nearly) but Cosmopolitan 
said, ‘Try fiction.” 

Then I did my first story, Nothing Sacred, and 
they published it. Next, Editor Whiting said a chap- 
ter in my first book had the makings of a fiction 
story. So I did a story called Tap Roots for her. In- 
cidentally, that story led me to write Tap Roots 
into a book. There you have it. I've never had a 
with a 
Cosmopolitan editor 
without coming up 
with a story. And 


conference 


that’s the test of good editorship, for a good editor is 
one who can start the springs flowing in a writer. 

Recently, the editor and I got together for a 
hydedo. She talked about everything, then said, 
“What goes, along the story line?” I told her I was 
becalmed, stuck in the doldrums. By fishing here 
and there, she got me strung out on some tales. Be- 
fore I realized it, she had me on the Mississippi 
River, a-blowing for the bends. She said, ‘There is 
a story. Tie those incidents together.” 

This magazine is choosey. I have wondered why 
it rejected certain stories of mine until I studied 
them and realized that they simply*did not reach 
Cosmopolitan’s standards. It doesn’t kowtow, but 
neither is it cynical. It doesn’t preach pollyanna 
piffle or sneer at the dignity and decency of man- 
kind, It doesn’t allow its writers to pay lip service to 
professional liberalism or to pound the tom-toms 
for stagnating reaction. Its only instructions to me 
are to make my tales do what stories are supposed 
to do... inform and entertain. 

Writing for Cosmopolitan is as near to fun as 
writing can be. And, too, the pay is tops and regular. 
See what I mean? 


Newsstand sales of the September issue 
of Cosmopolitan ran in excess of 1,100,000 copies . . . at 35+ 
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ing and sales promotion department Mice-p; 
of Wilson & Co., Chicago meatfrme: 
packer. cl 


Aids War Packaging ~# 

Hinde & Dauch Paper Company, Hhanag 
Sandusky, O., has issued the seventh Hr, F 
in a series of booklets on the pape! 
box situation titled “How to Specily 
Corrugated Boxes.” The new issue, BRHK 
pocket size, gives helpful informa- Fa 
tion for manufacturers in the selec- JJ /onr 


¢ +), 
i the 


-| tion of boxes for their products in Bprect 


num- urg! 
duct, rom 
steps Iccee 


regard to size, weight, valu 
ber and destination of the | 
with additional information o: 
to be considered in packing, sea'ng @ 

and handling. Copies m be L¢ 
obtained by writing to the c n} ge! 


Gets Baking Account 


Kungsholm Baking C any 
Chicago, has appointed H. \. as- 
tor & Sons Advertising C u 
Chicago, to handle its unt 
— M. Watts is account exe e 
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seks Expanded 
ostwar Market 
»r Presto Cooker 


(Picture on Page 55) 

Claire, Wis., Oct. 7.— Opti- 
espite today’s market con- 
the National Pressure 
Company currently is ad- 
tising ggressively to the woman 
Bcumer in women’s magazines 
q farm papers. To the trade, the 
pany is hammering home the 
an, “We're Telling Her Now, So 
; Can Sell Her Later.” 

While the company’s facilities are 
1 devoted entirely to war pro- 
‘tion work, promotion of its 
ecto cooker is intended to build 
q vast reservoir of postwar 


eau 
stic d 
jons, 

ioker 


“es campaign, which was launched 
- ) qa half-page insertion in Life, 
~~ pyilt around four major appeals. 
vith Pug... features the savings in vita- 
ye and minerals, in cooking time, 
“food flavors and colors, and in 
——~.|—-all made possible through 


copy infmesto cooking. Consumers are re- 
bute tolmminded repeatedly that “Among the 
srt theymany things you plan to buy after 


picture ge war, Plan on a Presto cooker.” 


ae Suggest Sharing Cookers 
—e Fach advertisement in the series 
hay gests that present owners of 
“2° 01 cto cookers share them with 
_ . Biber neighbors and each offers a 
a - boklet, “Presto Cooking—Why and 
a n w.” which traces the history of 
er ‘ing from primitive to present 
\cer nes. 
"a {St war note is introduced into one 
Ma the four-color ads in the series 


€ Pyro the headline, “An hour ago 
sida was building a bomber—but 
nks to Presto cooking she can 


+) “00M serve a wonderful meal. on 
“ 5©\@iye!” In farm publications, the 
pO! WB otion is varied to “An hour ago 


added lke was doing a man’s job.” 
nuner- '.. 1 . » £ ; 

““H In business papers and by direct 
whois . ail the company is telling its 
ee juct story to dealers, home econ- 

nists, teachers and others in the 
ld. In messages to the trade, Na- 
nal stresses the importance of 
jucating homemakers now on the 
ilue of Presto cooking in order to 
eate a lively demand when pro- 
woo jegpection can be resumed. 

“eB The McCord Company, Minne- 


lis, handles the Presto account. 


10 


: orms New Department 


The Cincinnati & Suburban Bell 
neman Melephone Company has established 
‘Mi department combined of personnel 
sing@ind public relations, formerly oper- 
ted separately, under the supervi- 
erus- of O. A. Frank, recently elected 
rumen mice-president. W. F. Armstrong, 
mea'@prmerly assistant to the president 
1 charge of personnel, has been 
amed assistant vice-president, and 
| continue to direct personnel 
ctivitie A. F. Oldham, publicity 
; has been transferred to 
vent) Mir. Frank’s department in charge 
paper Mit the public relations division. 


anager, 


“ma. OXA Promotes McMahon 
elec- Hi John F. McMahon, publicity 
ts in ect of Station KDKA, Pitts- 

num- gh, has been appointed sales 
luct, notion manager of the station, 
DS € 


icceeding W. B. McGill, who has 
nsferred to Westinghouse 
stations, Inc., Philadelphia, 
al advertising director. Mr. 
‘Mahon will continue to direct 
until a new appointment 


+ 


« “economical” name for 
quality thin paper, now 
ving. Uncle Sam and war 
‘ustriess 


Beatrice Creamery 
Acquires La Choy 


Beatrice Creamery Company, 
Chicago, under a_ reorganization 
agreement, will acquire all assets, 
properties, copyrights and good will 
of La Choy Food Products, Inc., 
Archbold, O., and Detroit, after 
approval of applications filed with 
the New York Stock Exchange and 
the U. S. Securities and Exchange 
Commission. 

French Jenkins, president of La 
Choy, will continue as general man- 
ager of the La Choy division. 


Square D Names Ferres 
Square D Company of Canada, 
Toronto, electrical equipment man- 
ufacturer, has appointed Ferres Ad- 
vertising Agency, Toronto, to direct 
its account. 


Coming 
Conventions 


Oct. 11-12.—Fall war conference, 
Newspaper Advertising Executives 
Association, Hotel La Salle, Chi- 
cago. 

Oct. 12-13.—Inland Daily Press 
Association, fall convention and 
annual meeting, Hotel Sherman, 
Chicago. 

Oct. 15.—Direct Mail Advertising 
Association, annual meeting, Hotel 
Roosevelt, New York. 

Oct. 18-19.— Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21. — Financial Advertis- 


ers Association, convention, Edge- 
water Beach Hotel, Chicago. 

Oct. 28-29. Association of Cana- 
dian Advertisers, annual meeting, | 
Royal York Hotel, Toronto. 


Joins Abbott Kimball 


Bernard H. Pelzer Jr., formerly 
assistant to the radio supervisor of | 
Benton & Bowles, New York, has 
been named head of the radio de- 
partment of Abbott Kimball Com- 
pany, New York. 


Electrol Names Picard 


Electrol Incorporated, Kingston, 

Y., manufacturer of aircraft 
hydraulic systems, has named Pic- 
ard Advertising, New York, to 
handle its advertising. Business 


papers and direct mail will be used. 
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GM Appoints Babcock 


Irving B. Babcock has _ been 
elected a vice-president of General 
Motors Corporation, and appointed 
general manager of the newly- 
formed GMC Truck & Coach divi- 
sion of General Motors, which is 
taking over the business formerly 


;operated by the Yellow Truck & 


Coach Mfg. Company. 


Alfred Street Promoted 


Alfred M. Street has been ap- 
pointed publicity manager of Jen- 
kins Brothers, Bridgeport, Conn., 
valve manufacturer, succeeding 
Charles C. Chamberlain, who has 
been made general sales manager. 
Mr. Street, who was formerly assist- 
ant publicity manager of the com- 
pany, will direct advertising for all 
the company’s products. 
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ZIFF-DAVIS 


“AIR COMMERCE” —with a class circula- 
tion of 10,000 executives directly concerned 
with air-borne traffic... makes possible 
bull’s-eye selling for advertisers who find it 
most effective and economical to concen- 
trate on this specialized field. 

Edited by a separate specialized staff, The 
“ATR COMMERCE" edition of FLYING cov- 
ers all phases of airport management, main- 
tenance, design and air transportation includ- 
ing passenger, mail and cargo operations. 


PUBLISHING 


For BULL’S-EYE Selling 
To a Growing Class Market 


“AIR COMMERCE?” constitutes 


monthly section of full magazine dimen- 
sions in FLYING. Its selective circulation 
gives economical concentration for adver- 
tisers not concerned with the general avia- 
tion market... provides a bonus circula- 


tion, at no extra charge, to run-of-book 


advertisers. 


Ask a FLYING representative to give 
you full particulars on “AIR COMMERCE” 


and the market it covers. 


540 North Michigan Avenue, Chicago 11, Mlinois 


Offices in New York * Weashington, D. C. 


* Leos Angeles * lLendon * Torontc 


COMPAWNY 


a regular 


ag 19 : . u 
i § a | A 
/ wae 
r & a 
| aie 
penn . 
ail 
a 
i ae _ OG ae ~ = a 
ae es ek i : i, oa Siler tey ee 1 Fie ee im 
; re a or Oe le eee | 
: a oe ‘Gi ‘ Ly: “ 2 as ae : 4% t, ey it: Ry . P mi . ba 
s : F 3 ’ an 4 . ‘ 4... ml; a, he 
gel GENERA, “Tn dll 
| . av me ee. G a L a. ais i es: 
| 7 $e tie : + 9 rn oe ‘ : ; oe : ¥ ts dees * 
> ‘ 4 eh '¥ I ; i. iin iii 2 
=e a .QgONAUT, ——" = =— 
ime’ 4 € Ca , R | 
ae ae | | fp E Sie 
ae a Pi MAR KEr gr! = el ” 
a : r, 4 . ae ee, Sg a3 i} 7 
! By ~o : : ae v = 
oe i t of me tg — ii | ' : . iy ‘yg ai 
| ae B: =. ~ L ja | 
Ee P ; ; a 4 . 9 ae 
i i ae en, er yi | | 
a a * —— ; ‘f te ae a 
| y i : ¢ . e ae i ei iv ‘ie ‘Key 
: j . A - ‘ 2a a 
" a "" ; ; — ‘ce 
; | >MMERCE, a 4 
| d 53 es ‘ y : a= , 
| f 2 Te > - ne 
ik &§ ) ECUTIVES | “ iy | | 
| > Pees a 4d , 24 E 7 
| is a a ‘ ¢: _ 4 “ae 
a ‘a ae : Re ss . 
| e ; ay ie “Se Fe rh iy V 7 & . w ; é 
<a cS ; 3 sk "i m “’ i, ‘ ? 
Pi. ‘ “se “ % : wee ‘4 2 ¥ * 
; ht : ’ _ ‘am ? 
: 4. , : , : ey ae hs eG a 
. a 4 a a = ? : : ay) a Sa bs 
. 4 aN y . 5 t 7 ver - 7 i ers YY 47 b f) : Zz 
| by 4 fy 2 ic. HE! Oe ™ PAP isc he a " R 2% ii ; , ae 
A, ; “ a _ ’ Re Cae ra ; : 
; ras: SS ae : ail . 2a 
RSS ee a h eat! i eo i 
age bes : + = a Ay Th ae? ‘2 5 Sane a Tes i 
| : : eee : vane . r ; a - 4 i. 4 ae 
| 
: 
| 
ealing 
be : 
ny | ; 
Kas- - . d 
— a -7 
e€. " 
i OL * ‘ 
Z eo 
pe a 
5 eS be 
>E | = 
a as 
7 a 
“WC ion Shin 
° : a " 2 = a | 
S z ; 
sens one ae 
Le eee =f Se eee eT ee ier Pee . a Wed : : om ‘ ie ’ ey | — 
ah gs es ES ey tea EO Fea Gi tg SO OT ti WP Se Se ey P a Neon Mend es 


34 


Postwar Program of 


Revere Copper Revealed 

More than 450 individual projects 
have been examined as part of post- 
war planning activities of Revere 
Copper & Brass, Inc., New York, C. 
Donald Dallas, president, revealed 
in an article, “A Postwar Planning 
Program,” in the September issue 
of “Executives Service Bulletin,” 
published by the Policyholders 
Service Bureau, Metropolitan Life 
Insurance Company. The com- 
pany’s postwar activities are di- 
vided into several divisions: Pro- 
duction, products, marketing and 
distribution, personnel, finance and 
accounting, and general. Follow- 
ing are some of the major questions 
being studied under “Marketing and 
Distribution”: 

1. How will technical advance- 
ment brought on by the war affect 
competition within our own indus- 
try and with outside industries 
which are developing substitute ma- 
terials? 

2. How far have war controls 
such as the concentration of indus- 
try, altered our selling position? 

3. How can we arrive at probable 
changes in consumer and dealer 
buying habits? 

4. What steps can be taken to 
anticipate the needs of our cus- 
tomers? 

5. What are we doing to retain 
the good will of our customers? 

6. How can our name best be 
kept before the public during the 
war period? 

7. Toward what other functions 
should our advertising be directed? 

8. Are we, as producers of pri- 


mary goods, fully aware of the 
plans of potential users of our 
products? 


9. Should we consider new or 
different channels of distribution? 

10. Can we arrive at an estimate 
of the quantity of our products 
which we can sell in the first, sec- 
ond, and third year of the postwar 
period? 

11. To what extent are we main- 
taining contacts with the govern- 
ment in the carry-over between war 
and postwar conditions? 

12. Are we fully informed about 
plans for postwar world rehabilita- 
tion? 

* Ba * 

Postwar plans of the Soviet Union 
are concentrated on development of 
industry, agriculture, and internal 
resources with the avowed goal of 
leading the world in per capita pro- 
duction of many basic necessities 
and consumer goods, according to 
the report of Lews L. Lorwin on 
postwar plans of the United Nations, 
for the Twentieth Century Fund. 
China, on the other hand, is plan- 
ning an extensive program of mod- 
ernization and industrialization to 
bring the living standards of her 
people up toward European levels. 

ca * * 

Seaboard Railway has set up a 
committee on research, planning 
and budgetary control which will 
devote its attention to problems in 
the readjustment of postwar travel. 

* * * 


In its “Report to the Employes,” | 
Mullins Mfg. Corporation, speaking | 
about “Mullins After Victory,” says: 
“Mullins has begun an investigation 
of market possibilities for the type 
product we can best supply to 
American civilians when peace 
comes The president of Mullins} 
has charged key men with the job | 
of defining a judicious course of | 


NATIONAL COVERAGE. 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


postwar procedure. He has further 
assigned Mullins engineers to cre- 
ate the kinds and styles of products 
best suited to manufacture on our 
press lines. Research for product 
and market; design of such a prod- 
uct adapted to our Mullins produc- 
tion . . . these problems, when 
solved, will be the solution to fu- 
ture jobs and livelihood when war 
contracts are gradually retracted.” 
% co * 


Through its business paper adver- 
tising, American Radiator & Stand- 
ard Sanitary Corporation is publi- 
cizing parts of an address of C. B. 
Nash, its director of publicity, be- 
fore the National Association of 
Master Plumbers, giving the com- 
pany’s viewpoint on postwar prod- 
ucts. One advertisement featured 
these statements: 

“It is our opinion that postwar 
products will be 1942 models. Check 
the facts supporting that belief. You 
will learn that to go into war pro- 
duction, it was necessary to convert 
our plants and develop our produc- 
ing personnel and our ¢hinking al- 
most entirely away from normal 
production. And when peace comes 
—time, money, and energy shall be 


consumed in reconversion. Intro- 
duction of new products, new mod- 
els, and new designs will follow in 
orderly fashion after that period.” 
It further says: “Our conception of 
the postwar period does not call for 
nor contemplate any change in our 
prewar method of distributing our 
products.” 
* a co 

There are some 1,500 new prod- 
ucts developed and used in wartime 
production that have not as yet been 
released for consumer use, accord- 
ing to Walter H. Gardner, general 
sales manager, Keystone Steel & 
Wire Company, Peoria, Ill. His 
company has received several orders 
which are marked not to be opened 
until peace is declared. 

oe x * 


Some manufacturers will utilize 
new package designs to distinguish 
between their products produced 
during wartime and afterwards. 

* * * 

R. G. LeTourneau, Inc., large pro- 
ducer of earth moving equipment, 
is planning to build a machine after 
the war which will necessitate its 
purchase by contractors in order to 
meet competition because of the 
economies it will effect. Reducing 
the cost of hauling dirt by 1c a cubic 
yard will do it. 

Bo nu 7: 

Because of the great amount of 
postwar planning now being done 
by municipalities, and other govern- 
mental divisions, Toncan Culvert 
Manufacturers Association, Cleve- 


land, has published two booklets, 
“Planning Small Bridges for Post- 
war Construction” and “Manual of 
Instructions for Inspection and Rat- 


ing of Bridges.” Charts, graphs, 
blueprints, and tables are used 
extensively in presenting useful 


data, in addition to many photo- 
graphic views of old and new type 
construction. 

6 bed ok 


Unless ample funds are available 
for development work, new products 
conceived by research will be of 
little help in giving employment in 
the postwar period, Sidney D. Kirk- 
patrick, editor, “Chemical & Metal- 
lurgical Engineering,” told the re- 
cent Chemical Industries Confer- 
ence. The responsibility for carry- 
ing these developments through to 
commercial success, he said, rests 
with all departments of a company. 

“In this process,” he elaborated, 
“the men who control the fiscal 
affairs of industry have an exceed- 
ingly important responsibility. They 
must see that their companies pro- 
vide adequate money as well as 
manpower and equipment for new 
product development. They must 
see that war plants are quickly con- 
verted to peacetime production, 
making sure that sound policies 
prevail on depreciation and obso- 
lescence of used equipment and 
facilities. 

“Most important of all,’ he em- 
phasized, “is the obligation now to 
see that their companies build up 
ample cash reserves—so called ‘seed 


Advertising Age, Octob-, Ll, 194 Adve 
’ % 
money’—to finance the pos), ar again 
gram during the ‘shirt-los .,. an room 
of its developments.” Sage ing i! 
“4 ° s and 
The Pennsylvania Stat~ Cojj,.,fm™m and | 
State College, Pa., is gath ng line uals 
ature on postwar planniy» fo. ye incl’ 
clusion in its packag libra: veys. 
service. The service con: iste ,. MM labo! 
package of material on a \ de oul tion 
of topics which is loaned ; womett agric 
clubs, schools, civic org ization. the s 


and interested individual]: 
* ok * 


There are a number ,< 
executives who feel that t¢ 
much ado about postwa: 
especially in the nature 


Crystal 


gazing. Hazard E. Reeves, resident Dua 
Hudson American Corporation, yen, a 
York manufacturer of  clectron: -” 
products, is outspoken in his yjey the ‘ 
point. He says he is convinced th, oes 
much consideration of  posty..m P22 
products by executives of his apf Ome 
pany might result in a_ lessen, at 
of interest in the production of wa = 
materials, and thus cause slowip, been 
down of the war effort and ultima oe 
return to peacetime operstions A CC® 
quickly as possible. “ee OPers 
* * * 

Presenting a picture of new op 
portunities for commercia! and ing 
dustrial development in the | 


western states as result of wartime 
expansion, Women’s Wear Daily fo, 
Oct. 1 and Men’s Wear for Oct. g 
both Fairchild publications, pyp: 
lished special sections detailing some 
of the lesser known developments 


QO; the 30,800,000 radio 

homes in the United States, only 8,000,000 
or 266 are in the “program rating” cities. 
What about the listening habits of the 
other 22,800,000 radio homes—in areas 
where there are fewer stations and less com- 


petition — and where, admittedly, people 


listen more? 


You, as an advertiser, are naturally inter- 
ested in finding out something about this 
large audience—and so, since November, 
1942. we have had Hooper conduct a series 


of special rating-surveys in communities 


outside of the Hooper cities. 


The results of the first five surveys are 
shown on the lower chart at the right. 

While we knew that The BLUE was de- 
livering good ratings in the Hooper cities — 


in fact. higher ratings now than ever before 


IN THE WORKS—a new, national advertising campaign to create 


larger audiences for Blue Network Programs—watch for the full story. 


\ew Measurement of the 


even higher. 


ing in towns 


was 359% ° 


of BLUE stations—look at the covera: ” 0! 
of The BLUE’s 167 stations—look at 


—the surveys proved that BLUE ratings in 


communities outside the Hooper cities were 


For example, on program “A,” the rat- 


was 2830 higher than the regular Hoope' 


rating, and on program “B,” the figure 


The obvious moral is: when you !ook 
at BLUE, look at the ratings, yes. ul 
also look at BLUE program policies y \iic! 
have created an increasing listening 


—look at the audience-building. acti 


BLUE’s mounting list of good progr 0 
and top-rank advertisers. 
Look at BLUE from your own = & 


angle, and you will buy BLUE. 


ee 


having only a BLUE station 


bit 


hes 


hye 
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Adver’ 

_.<+ the background of mush- | 
again. aviation and shipbuild-| 
ind istries. Plans of local, state) 
oe ‘onal governments, of civic) 
" +-.de organizations, of individ- | 
ae .d private business were | 
ussjuded in the publications’ sur-| 
eel Roads and _ transportation, 
oe ‘ols and movement. reloca- 
rt » programs, international trade, 
seri ure and fishing are a few of) 
the subjects covered. All of these 
wre related to their effect on retail | 
gistrivution and their suppliers. 


Durkee Appoints 

Duane Jones Company 
Durkee Famous Foods, division of | 

the Glidden Company, Cleveland, | 

pointed Duane Jones Com- | 


my New York, to handle adver- | 
ising for its new products, Soya | 
pits and Soyarich flour. 

Although complete plans have not 
been announced by the agency, test 


campaigns will start some time in 
October in five key cities. Newspa- | 
pers and radio will be used. 


RETAILERS DESCRIBE 
iy “CUSSINS & FEARN® \We 


Celebrating The 50% Year. Reveal Their 
x POST-WAR PLANS = 


POSTWAR PLANS 


JAY PROUDLY CELEBRATES 
20 YEARS OF PROGRESS IN PEORIA 


AMO ANNOUNCES mis 


(Wypostwaeprans = > 
(., Im” FORTHE NEW JAYS 


® 7 
. 1O Win THE wan WE MUST es 
ALSO WIN THE PEACE’ ace met artace 


Full e wapaper pages were employed by n 
and Peoria, Ill., to demonstrate their confidence in the future and detail postwar 


and TOUR OWN POST WAR PLANS 


these ewe retailers in Colsmbus, O.. 


plans for expansion. 


‘Columbia Gives ‘Sahara’ 


Heavy Advance Promotion 


| Continuing its policy of whetting 
|the appetite of movie-loving 
America and pre-selling its films 
|from four to seven weeks in 
‘vance of actual release, Columbia 
| Pictures Corporation, New York, 
has placed heavy promotion for its 
latest feature titled “Sahara,” star- 
ring Humphrey Bogart. 
Two-color spreads are appearing 
|in current issues of all movie-fan 


aa- 


| magazines in addition to Oct. 4 Life, | 
| with Liberty and Look getting full- | 


page insertions. The film, based on 
|a semi-documentary account of the 
| conflict in and about El Alamein, 
|is being given further pre-release 
publicity via extensive cooperative 
newspaper advertising between Co- 
lumbia and theaters showing the 
film. Weiss & Geller, New York, 
|is the agency. 


Campaign Plans for 
Can Institute Studied 


Plans for the large-scale adver- 
tising campaign sponsored by the 


Joins J. M. Mathes 


Jack Ramsey, formerly with Mc-| of 
Cann-Erickson, New York, and 
prior to that with Unz & Co., New 
York, has joined the production 
department of J. M. Mathes, New 
York. 


Two Join Schonfarber 
J. D. Wood, advertising manager | 


pany, 
secretary of the Rhode Island De- \ 
velopment Conference, have joined| crease going to the carrier. 
Gordon Schonfarber & Associates, | single-copy newsstand price remains 
Providence agency. 


Illinois Northern Utilities Com- 
and Huntington Hanchett, 


| Raises Carrier Price 


The Des Moines Register and 
Tribune has raised its city carrier- 
delivered price from 35 to 40 cents 
a week, with two cents of ~ 

e 


| unchanged. 


Can Manufacturers Institute will be 
presented to the advertising com- 


Tuesday, Oct. 12. 


cans to finance the project. 


the Institute. 


mittee by Benton & Bowles, New 
York, when the group meets on 


A fund is being appropriated by 
steel manufacturers and makers of 
Gordon 
Cole is director of advertising for 
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Executives Say 
Industry Can Give 


Postwar Jobs 


New York, Oct. 5.—Nearly three- 
quarters of the nation’s top business 
executives believe that, if given the 
opportunity, private business and 
industry can maintain reasonably 
full employment after the war, the 
latest Fortune Management Poll re- 
veals. 

This is the eleventh poll by For- 
tune among U. S. business leaders 
jin the past three years. 
| Among other things the poll dis- 
‘closes that: 
| 1. 70.38% of executives think the 
| U. S. will experience a “general 
boom” after the postwar reconver- 
sion period. 

2. 63.4% expect 
,enjoy less freedom 
‘than it had in 1939. 

3. 70.8% want the U. S. to take 
an active part in postwar interna- 
tional organization, backed by a 
strong policy force; and more than 
half favor a downward revision of 
tariffs after the war for the sake of 
all business. 

Executives were confident in their 
replies to the question: “Allowing 
for a period of reconversion, do you 
believe reasonably full employment 
after the war can be maintained by 
private business?” 

The answers were, Yes, 73.7%; 
No, 22.4%; and don’t know, 3.9%. 


business to 
after the war 


National Radio Audience 


vs In 
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TOTAL U.S. 
RADIO HOMES 
‘ 30,800,000 
(100% ) 


g RURAL 
‘i RADIO 
: HOMES 
10,500,000 
(34%) 


eee 
" Piet Ma 


RURAL 
UNRATED 
RADIO HOMES 
‘10,500,000 
(34%) 


URBAN 
“PROGRAM 
RATING” CITIES 
8,000,000 


(26%) 


(40%) 


URBAN 
UNRATED 

RADIO HOMES r 
12,300,000 — 4 


HOOPER RATINGS OF BLUE NETWORK PROGRAMS IN CITIES NOT REGULARLY SURVEYED 


PROGRAM —A 


PROGRAM — B 


PROGRAM — C 


PROGRAM — D 


PROGRAM —E 


1. REGULAR HOOPER CITIES 


2. CITIES WITH A BLUE AND 2 OR MORE OTHER STATIONS 


3. CITIES WITH A BLUE AND 1 OTHER 
4. CITIES WITH A BLUE STATION ONLY 


The DlueNctwork 


RADIO CORPORATION 


OF AMERICA SER 


VICE 


STATION 


“These figures show a remarkable 
shift from September, 1942,” For- 
tune comments. “In the Management 
Poll that month, almost three of 
‘every five executives expected 
|fairly large unemployment.” 


N. Y. Adwomen 
Start 15th Course 


New York, Oct. 5.—Opportunities 
|for women to forge ahead rapidly 
| in the advertising field are greater 
| than ever before, according to Har- 
riet E. Raymond, advertising man- 
| ager, Celanese Celluloid Corpora- 
tion, who announced today the 15th 
annual Survey of Advertising 
, course for women, opening Oct. 11, 
The course, sponsored and con- 
|ducted by Advertising Women of 
|New York, will comprise 22 lectures 
by men and women leaders in the 
| advertising field. It offers an oppor- 
| tunity to compete for advertising 
| scholarships and observe the me- 
| chanics of advertising production. 
|Lectures will be held every Mon- 
day night in the New York Times 
building, beginning Oct. 11, and 
continuing through March. 
| Members of the educational com- 
mittee of the club, who are direct- 
ing the course, include Miss Ray- 
mond, chairman; Anna R. Belman, 
Menken Advertising, co-chairman; 
Mabel Flanley, Institute of Public 
|Relations, and president of the 
|club; and Alice B. Day, director 
ie consumer research, Cecil & Pres- 
brey. 

The opening meeting on Oct. 11 
jis free. Further information about 
|the course may be obtained from 
the educational committee, Adver- 
tising Women of New York, 47 W. 
34th St. 


Wilson Joins Kellett 


William L. Wilson, industrial re- 
lations manager of Republic Avia- 
tion Company, Farmingdale, N. Y.., 
has been appointed public relations 
director of Kellett Aircraft Cor- 
| poration, Upper Darby, Pa., effec- 
ltive Nov. 1. He succeeds Thomas 
|F. Buck who resigned to complete 
an aviation textbook. 
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Mansfield Starts 


Double-Page Copy 
in Business Papers 


Mansfield, O., Oct. 5.— Mans- 
field Tire & Rubber Company has 
fired the opening gun in an ex- 
tensive business paper campaign to 
familiarize the trade with its dis- 
tribution system and assure sales 
outlets for the postwar tire business. 


The manufacturer of Century, 
Richland, United and Mansfield 
tires has scheduled a_ series of 


double-page color advertisements in 
21 publications reaching petroleum 
marketers, truck operators and in- 
dependent tire retailers. The com- 
pany distributes tires exclusively 
through wholesalers. 

The drive is to be supplemented 
by direct mail and broadsides to 
more than 4,000 salesmen of the 
wholesalers distributing Mansfield 
tire lines. 


Wainwright Explains Purpose 


In an introductory letter of a 
four-page folder detailing the trade 
publication campaign to jobber sales- 
men, J. S. Wainright, general sales 
manager of Mansfield, says, “Yes, 
we are looking ahead. We know 
that some day the war will be over 
—and then we want to be ready. 


BIG NEWS! 


tn the Wood Products 


431 S. Dearborn St., Chicago, ill. 


| We know, too, that it is unwise to 
|wait until V-Day to begin the 
spade-work and preparation neces- 
sary to help our wholesalers and 
their salesmen make the most of 
great postwar tire sales opportuni- 
ties. So we are beginning now.” 

According to C. C. Warner, ad- 
vertising and sales promotion man- 
ager, the double-page advertise- 
ments, comprising six million mes- 
sages during the coming year, could 
not be signed truthfully by any 
other tire manufacturer, “because 
our policies and methods for dis- 
tributing: tires, as featured in this 
advertising, are individual and dif- 
ferent from others of the tire in- 
dustry.” 

Explaining the three-fold direc- 
tion of the campaign, Mr. Warner 
added that, “One series of adver- 
tisements is planned for reaching 
petroleum marketers in oil publica- 
tions; another series for reaching 
truck operators in fleet-owner pub- 
lications, and yet a different story 
will be told in publications read 
primarily by independent tire re- 
tailers.”’ 


Facilities Are Expanded 


Elaborating on plans for expand- 
ing sales of truck and bus tires in 
postwar markets, Mr. Warner said 
Mansfield carried out a large ex- 
pansion of its truck tire building 
facilities by extensive equipment 
additions to the plant early in 1941. 
Due to the allocation of rubber on 
a restricted basis, this additional 
truck tire building capacity was not 
fully utilized until Mansfield 
entered into military tire produc- 
tion in a large way at the outset of 
the war. 

“However, the added truck tire 


capacity was planned originally not 


in anticipation of the war,” he said, 
“but instead, was made ready to 
meet the growing demands of our 
wholesalers for truck and bus tires 
needed to serve their expanding 
sales to the fast-growing truck 
transportation market. 

“In the postwar period, we en- 
vision a greater demand for truck 
tires than ever before, and conse- 
quently, we are concentrating our 
future plans very heavily on the 
opportunities which will be open to 
our wholesalers in the truck tire 
market and which we will be well 
prepared to supply by reason of our 
augmented, modern truck tire build- 
ing facilities and increased plant 
capacity.” 


Business Papers 
Show 33% Gain in 
September Issues 


Chicago, Oct. 6—The volume of 
advertising in September business 
papers soared 33.64% above figures 
for the same month of 1942, Indus- 
trial Marketing reported this week 
on the basis of reports from 156 
publications. The gain for the year 
to date, compared with the first 
nine months last year, is 25.4%. 

The 101 industrial publications 
reported a September gain of 
32.77%. For the nine-month period, 
this group is 26.99% ahead of 1942 
advertising linage. 

The trade group, including 29 
papers, continues to show excep- 
tional strength, registering a 38.2% 
gain for September issues and an 
18.01% advance for the first nine 
months. 
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be sure the traditional printing qualities inherent in all Northwest 
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papers reflected growing activity McGregor Promoted 


with a 70.39% 
tember, 1942, 
31.2% 
period. 

Fifteen 


advance over Sep- 
issues. This group is 
ahead for the nine-month 


W. W. McGregor, 
manager of Ronalds Advert 
Agency, Toronto, has been 
pointed account executive. A. E 
srimes, formerly with A. McK ™, 
Montreal, and J. J. Gibbons, ) 
ronto, has succeeded him in 
production post. 


Launches L-A Drive 


Miles Laboratories, Elkhart, | 
has launched one of its largest 
port advertising campaigns for A 
Seltzer, using 74 newspapers, ~ 
magazines and 35 radio stations 
Latin America, Bermuda and Tr! 
dad. Export Advertising Age! 
| New York, handles the account. 


produc! 


47 ga | 


class papers’ carried 
21.58% more volume than in Sep- 
tember, 1942, bringing their total 
for the year to date 17.99% ahead 
of 1942 volume. 


Rural New Yorker 
to Be Semi-Monthly 


Beginning Jan. 1, the Rural New 
Yorker will be published semi- 
| monthly on the first and third 
Saturday of each month, changing 
from a bi-weekly basis because of 
the paper shortage. 
| Owing to the change in publica- 
| tion dates, the Dec. 25 issue will be 
omitted. The only edition in De-| 
cember will be Dec. 11, and the fol- 
|} lowing issue will be dated Jan. 1, 
1944. 


Appoints New Secretary 


Harold E. Dennison, vice-presi- 
dent of the Russell T. Kelley agency, 
has been elected secretary of the| 
Advertising & Sales Club of Hamil- 
ton, Ont., replacing F. L. J. Seldon, 
who has retired after holding the 
office for the past 16 years. J. H. 
Slatter has been appointed treas- 
turer, and Inez Fisher assistant sec- 
retary-treasurer. 


TOOL & DIE JOURNAL 
| 2462 Foirmount Blvd + Clevelond, Ohio 
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whats ahead 


Who knows what lies ahead in the coming months... this year... next year? No 
one can be sure. But there are some who by reason of intimate contacts with 
ad those who are planning, careful study of trends, analysis of precedents, shrewd 
judgment and with a bit of prophecy, too, can hazard an interesting guess. 


The CFAC has planned a series of noon meetings addressed by just such men 
whose opinion is valued. Already two of these enthusiastic gatherings have reg- 
- istered hearty approval. 


eov—«————Ss eae 
A 


Here are four more of the series—on Thursdays at 12:15 sharp at the Sherman 


CHRISTMAS ee 


October 14th—Dr. Lyndon O. Brown, vice-president and director of research, 
PARTY Foote, Cone & Belding, New York, ‘What's Ahead in Marketing?" 


: December |6th—The an- October 28th—Howard E. Blood, president, Norge division, Borg-Warner Cor- 

— nual CFAC Christmas Party poration, Detroit, ‘What's Ahead in Distribution?" 

' with new features and new 

_ enthusiasm, for the benefit November | 1th—Wilfred Sykes, president, Inland Steel Co., and chairman of the 
of the Off-The-Street Club. board of Post War Planning Committee of the National Association of Manu- 

~ Save this important date. facturers, ''What's Ahead for Business?" 


December 2nd—A nationally known figure of legendary proportions who has not 
as yet confirmed the date. 


Those who have attended other Fall meetings won't dare miss these notable speak 
ers and the new CFAC entertainment features. You'll find other key men of ad- 
vertising and business attending and you'll come away enthusiastic with new 
thoughts and new friends. Luncheons are $1.25 including tax and tip, and begin 
T 1 promptly at 12:15 so you can be away well before 2. 
F e Reservations are necessary. Phone Miss Wilcox, FRAnklin 5365 now for reserva- 


tions for any these meetings. You do not have to be a club member. 


} | | 
THE CHICAGO FEDERATED ADVERTISING CLUB 


| | SUITE 332—HOTEL SHERMAN—TELEPHONE FRANKLIN 5365 


THIS ADVERTISEMENT THROUGH THE COURTESY OF COLLINS, MILLER & HUTCHINGS, INC., PHOTOENGRAVERS 
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Samuels Sponsors Program 


Albert S. Samuels Company, San 
Francisco, has begun sponsorship of 
“Who’s Dancing Tonight?”, with 
Art Linkletter, over Station KPO. 
The agency is Frederick Seid Ad- 
vertising, San Francisco. 


Pennington Advanced 


T. W. Pennington, who has been 
with Jessop Steel Company, Wash- 
ington, Pa., for the past five years 
as general sales manager, has been 
agg vice-president in charge of 
sales. 


ett gee 


WHN Names Rambeau 


Station WHWN has closed its Chi- 
cago office and has appointed Wm. 
G. Rambeau Company, Chicago, for 
national spot sales in all territories 
except New England, New York 
and Philadelphia. 


Opens L. A. Office 

The Katz Agency, national adver- 
tising representative, has opened an 
office in the Security Title Insur- 
ance building, 530 W. Sixth St., Los 
Angeles, with Tom Ray Jr. in 


charge. 


PICK A GOOD SPOT: 


CENTRAL OHIO'S ONLY 
CBS OUTLET. 


Truman Asks Fair 
Evaluation of 
Committee's Work 


Says Press, Radio 
Unwittingly Aid 
‘Misunderstanding' 


Shenandoah, Ia., Oct. 6.—Senator 
Harry S. Truman, chairman of the 
special Senate committee investi- 
gating the war program, charged 
this week that publicity men and 
millions of advertising dollars had 
“confused the issues” after his com- 
mittee reported that the Carnegie- 
Illinois Stee] Corporation and Cur- 
tiss-Wright Corporation were sup- 
plying war materials which failed 
to meet specifications. 

In a speech here defending the 
committee’s activities, Sen. Truman 
declared that he had expected that 
the press and radio would join in 
requiring management to conform 
to specifications, and in encourag- 
ing defense workers to make good 
materials. 

“By and large,” he said, ‘‘the com- 
mittee’s efforts have received sup- 
port. The press and radio deserve 
a great deal of credit for this, be- 


cause the.companies that have had 


to be corrected include several of 
the largest corporations in the 
United States. They spend millions 
of dollars for advertising, which the 
press and radio risk if they pub- 
licize their mistakes,” he declared. 


Asks Understanding of Facts 


“These corporations also employ 
staffs of publicity men, who occupy 
themselves in attempts to confuse 
the issues and obtain public com- 
ment favorable to the companies 
based on a misunderstanding by the 
press or radio of the underlying 
facts,” he said. 

Sen. Truman insisted that a few 
of our ,better known newspapers 
and one popular radio news col- 
umnist have “misunderstood” the 
situation, and by their reports to the 
public have “unwittingly assisted” 
in creating a false impression. 

The speech detailed Truman com- 
mittee charges against both Car- 
negie-Illinois Steel Corporation and 
Curtiss-Wright, alleging in each 
case that certain newspapers had 
attacked the committee for slowing 
war .output without contacting the 
committee for information. 

In the Curtiss-Wright case, he 
said, “most newspapers and radio 
commentators thoroughly under- 
stood this situation but a few of 
them allowed themselves to be con- 
fused by Curtiss - Wright officials 
who wanted to make it appear it 
was the Senate and not themselves 
who should be censored.” 

“You may be interested to know,” 


ration points. 


used so much. 


Let’s see 
You dea it... 


for just 
one day! 


So you think the men on the home front are 
having a tough time in this war? So youdon’t 
know why the little woman gets all tired out 
just homemaking and shopping? 

Then you try it. You find well-balanced 
meals in today’s food stores—and try to make 
them appetizing; you hunt down durable 
shoes and keep the clothes closets stocked; 
you stand in buying lines and figure out the 


You wouldn’t—you couldn’t. She does. 
It’s her every-day wartime job, and she does 
it amazingly well. Helping her to do it even 
better is the Companion’s wartime job—and 
as a result never before has the Companion 
been bought so eagerly, read so thoroughly, 


November's a BIG issue and a USEFUL one! 


Clare Booth Luce contributes a thought-provoking article 
“Victory is a Woman,” on woman's part in the war and after 
the war .. . We publish a poem by General “Blood and Guts” 
Patton . .. Robert Bellaire, war correspondent, tells the story 
of the war's bravest woman... Doris Fleeson, only woman's 
magazine war correspondent, writes from a bomber station in 
England ... The Companion poll considers the question of 
sex education in high schools ...On the homemaking side: 
A three-page food feature, based on facts learned in the 
world’s biggest restaurant—in the Pentagon Building, Wash- 
ington ...9 ways to keep your home warm this winter... 
Other November highlights: “Those Difficule Teens”... 
“Traveling by Rail with Baby”... Good looks hints for skin, 
eyes and mouth .. . Ready-to-wear and pattern features. A big 
Companion—and a mighty useful one! 


COMPANION 


THE CROWELL.COLLIER PUBLISHING COMPANY, PUBLISHERS UF 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


UNDERSTANDING WOMEN 1S OUR FULL-TIME JOB 


Se 


oa € ‘ Pe 
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THE ROARING ‘60's 


RA a: 


HMR, TARRY 


“STALLED” THE PROGRESS 
as of Ube OW Ameviran Brew 


Through the ups and downs of over 80 year of thu: 
counery’s Whe Schande's beew has serenety come Oni) 
fowe of brewing pasfection can account for 
the long-lived popularity chat Schmidt's has enjoyes 


Teme) change bat Schema s remains the wom 


Schmiats 
Beer & Ale 


CS tamndt & Seon tee @----- 


BACK THE ATTACK WITH WAR BOND: 


Life in the 1860's, when Schmidt's bee; 
and ale got its start, is revived in a new 
series of advertisements scheduled io 
appear in an extensive list of newspapers 
in the East. The blizzard of '63 is re. 
called in this illustration. Al Paul Lef. 
ton Co., Philadelphia, is the agency for 
C. Schmidt & Sons. 


Sen. Truman said, “that the same 
man who predicted the Pittsburgh 
paper and steel slump which never 
materialized, somehow got himself 
substituted for a well known radiy 
commentator. For several days he 
attacked the Truman committee 
over the radio for daring to call 
Curtiss-Wright to account.” 

The Truman charges against pub- 
licity men and advertising repre- 
sented a renewal of a word-war be- 
tween the senator and the press 
which had taken place in New York 
about two weeks ago, when he 
claimed that Curtiss-Wright adver- 
tising was stacking the press against 
the committee. Among the items in 
its report on Curtiss - Wright, the 
Truman committee had mentioned 
the firm’s extensive advertising 
claims for a plane which the com- 
mittee said was not in production. 

“The committee will disregard 
newspaper articles and radio pro- 
grams which confuse the issues and 
seek to absolve corporations for 
their failures,” the senator said 
Next time you read such an article 
or hear such a program, he told his 
audience, “write me. I will send 
you a copy of the report or the pub- 
lic hearings in question. After you 
have read them, if you disagree 
with the committee, I would ap- 
preciate your writing and telling 
me so,” Sen. Truman said. “If you 
disagree with the newspaper or 
commentator, I would appreciate 
your writing him and tell him so,” 
he concluded. 


Ld ‘ 

Mill to ‘Herald’ 

William R. Mill, formerly with 
the Boston Post, Standish, Inc., and 
the Providence News-Tribune, has 
been appointed advertising man- 
ager of the Herald, New Britain, 
Conn., to succeed the late Michael 
J. Smith. 


Klein Appoints W&G 

Klein Filter & Mfg. Company, 
Chicago, has appointed Weiss & 
Geller to handle its advertising. 
Business papers and general m2ga- 
zines will be used. 


Wadsworth Names R&R 

The Wadsworth Watch Case Com- 
pany, Dayton, Ky., and its subsidi- 
ary, Henriette, Inc., have appointed 
Ruthrauff & Ryan, Cincinnati, 1 
handle their advertising. 


gan time salesman!” 


“Find that ex-WFDF Flint Mich: 
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West Coast Drive 
Draws Volunteer 


Harvest Workers 


(Picture on Page 55) 


san Francisco, Oct. 5.—Although 
a number of the crops have not yet 
reached peak production and help 
is still needed, the California Farm 
production Council hailed as suc- 
cessful this week a drive to corral 
300,000 part time harvest workers. 

Needing the workers to bring in 
ops which otherwise could not be 
gathered, the Council requested 
help of the Pacific Advertising 


OPA Names Four 


Chester Bowles, general manager 
of the OPA, has announced the 
appointment of Geoffrey Baker, 
formerly with General Foods, as 
assistant to the director of the food 
price division; Colin S. Gordon, for- 
merly with Quaker Oats as price 
executive of cereals, feed and agri- 
cultural chemicals branch; Herbert 
J. Bird, Swift & Co., as head of the 
poultry and egg section, and Car] 
Lovegren, president of Hunt Bros. 
Packing Company, as head of the 
canned fruits and vegetables sec- 
tion. 


KIRO Adds Evans 


Retailers Adopt 
Radio Promotion 


“New York, Oct. 5—Two more 
New York retailers have added 
their names to the list of stores 
which are supplementing newspaper 
advertising schedules with radio 
promotion on local outlets. John 
David, Inc., men’s clothing store 
chain, has signed on WJZ, key out- 
let of the Blue Network, and 
Bloomingdale’s has done likewise 
on WOR, key station of Mutual. 
The John David contract with 
WJZ is for a 52-week campaign 
beginning Oct. 1, and presents a 


p. m., EWT, and features Bert 
ackarach, writer for Esquire and 
Apparel Arts. Gussow-Kahn & Co., 
New York, is the agency. 
Bloomingdale’s program on WOR 
will feature Tobe, women’s fashion 
stylist, who will speak on timely 
questions of vital interest to women. 
Titled “Tobe’s Topics,” the program 
will be heard Tuesdays and Thurs- 
days from 11:45 to 12 noon, start- 
ing Oct. 5, with transcribed re- 
broadcast at 5:45 p. m. over FM 
station W75NY, which is owned by 
Bloomingdale’s and Abraham & 
Straus, Brooklyn department store. 
H. W. Fairfax, Inc., is the agency. 


Opens Chicago Office 


‘39 
Central Paint to Lewin 


Central Paint & Varnish Works, 
Brooklyn manufacturer of paints 
and Lev-L-Flor, repair and resur- 
facing compound, has appointed 
A. W. Lewin Company, New York, 
to handle its advertising. Business 
papers and direct mail will be used, 


Follansbee Names Bell 


Follansbee Steel Corporation 
Follansbee, W. Va., has appointed 
John G. Bell district sales manager 
in the metropolitan New York and 
New England territories. 


Davis Joins Katz 


John Evans, formerly commercial 
manager of Station KEVR, has 
joined the sales staff of Station 


twice - weekly five-minute show 
titled “Letter to Your Serviceman.” 
The program is heard Wednesdays 
and Fridays from 10:45 to 10.50 


association. Robbins Milbank, San 
Francisco manager of Young & 
Rubicam and chairman of the War 
Activities Committee of PAA, dele- 


George E. Thompson & Associates, 
national outdoor advertising repre- 
sentative, New York, has opened a 
Chicago office at 333 N. Michigan. 


William J. Davis, formerly with 
J. Sterling Getchell and more re- 
cently with the WPB, has joined the 
Katz Agency, Detroit. 


ated the San Francisco Advertising 
Victory Committee, under 


KIRO, Seattle, Wash. 


Gairmanship of Harold Deal, ad- 
vertising manager of Tide Water 
— associated Oil Company, to take 
over the project. Wilmot Rogers, 
beer advertising manager of California 
new Packing Corporation, was named 
| te project director, and the San Fran- 
yen cisco office of N. W. Ayer & Son as 
on the producing unit. 
Lef. A portfolio of six advertisements 
for with such dramatic titles as “The 
Tragedy of the Empty Crate,” “I 
ae Wonder Who’s Helping Dad with 
the Harvest This Year,” and “Here 
— Lie Priceless Tons of Food Crops, 
—— Rotted on the Ground, Because 
oe Most Everybody Thought Somebody 
adio Else Would Harvest Them,” carried 
+ the story. These portfolios were 
tee sent to every publisher in the state, 
e and thousands of lines of copy have w i t é 
call HM cen used... In Los Angeles. alone, about newsprint allotments to 
ub one advertisement brought more 
re. (than 3,000 telephone offers of help. 
be. To summarize the work which 
tons advertising has been doing to help 
ot in this campaign, Pacific Advertis- T zi E Cc xa I Cc BG oO S$ U N 
h ing Association prepared an adver- 
- 7 tisement entitled “How Advertising ’ 
a Changed Mr. Watson’s Vacation 
sh Plans,” showing how Mr. Watson, 
‘the who intended to go fishing, read in 
ned the newspapers, heard over the 
ing radio, and saw on the panel posters 
oo the messages calling for harvest 
. ‘ help and decided that the loyal and 
ard ag we oe Se oes to wont 
ro. Ee he Darvel Eevee ee eee Reports that The Chicago Sun has been allowed large quantities of appeal 
= Reprints of ~ bya crn ‘ 
, were mailed to the professors ge ‘ oye ye ye 
ile [| Who signed the famous petition or additional tonnage of newsprint by the Printing and Publishing Division 
his against wartime advertising, and to 
ond members of Congress and state , , ; 
ub- ff eslators oF Comeeme. of the War Production Board have been given wide currency. 
you waar gee 
ree § Straus Delays Filing 
aP- @ of WMCA Application 
~ Nathan Straus, who recently pur- These reports are entirely untrue. 
" or chased Station WMCA, New York, 
iate from Edward J. Noble (AA, Sept. 
0,” 20), has delayed his filing WA oa r b sp 4 
application for transfer with FCC, Pe er 
pending official approval of the Blue No additional tonnage has been allotted The Sun by the Printing an 
~~ sale. ‘ no 
r. Straus is holding up the filing 4% betas ‘ ° ° 
ith Ti of his petition, since an adverse Publishing Division at any time. The Sun commenced publication on 
~ decision by FCC on the Blue trans- 
5 er might conceiva cause Mr. ; 
an- [Noble's decision to retain owner- December 4, 1941, and therefore has no 1941 base period. 
un, ship of WMCA, sale of which is 
ael mandatory under FCC regulations 
"oom en nae < sta- 
ions in one city. r. Noble re- i 2 oh eas 2 hae , 
cently filed his statement of policy The Printing and Publishing Division set a basic tonnage allotment for 
ny, 4 ee James L. Fly, 
: and immediately upon approval of ° 
ng. [y the Blue sale, it is expected that The Chicago Sun of 9,107 tons for the first quarter of 1943, 8,418 tons 
ga- a ee his applica- 
on for 
— for the second quarter of 1943, and 7,943 tons for the third quarter of 
ERE. RE I 
> Whose trade mark is this? 1943. In some quarters, these figures have erroneously been presumed to 
ted 
: be additional tonnage. 
The Sun has made drastic saving of newsprint in order to stay within the 
basic allotments as set by the War Production Board. 
/ THE CHICAGO SUN 
aa : tt ’ yt =N 
{f you'll write Collins, Miller 
4 \ Hutchings, Inc., Photo- 
“ * > , 
cngravers, 207 N. Michigan 
Ave., or phone FRAnklin 
- 5854, we will tell you. « 
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AKRON’S 
BUSINESS REPORT 


Shows Big Gains for 
First 8 Months of 1943 
Over Same Period in 1942 


es, er ....UP 47.5%, 
RESIDENTIAL BUILDING PERMITS............ UP 15.6%, 
NON-RESIDENTIAL BUILDING PERMITS .._.. UP 15.3%, 
DEPARTMENT STORE SALES................ UP 19.0%, 
EMPLOYMENT: TOTAL PLACEMENTS....... UP 90.2%, 
INDUSTRIAL POWER CONSUMPTION... ... UP 23.7%, 
LONG DISTANCE PHONE CALLS... ... UP 15.0%, 
POSTAL RECEIPTS......... a ot Peek UP 27.6%, 
SALES TAX COLLECTIONS... : ., UP ey, 


* 


Akron is the rubber capital of the world, with a yearly payroll of 
$324,000,000. Its 127,000 workers make up this important free-spend- 
ing market. They depend on their only daily and Sunday newspaper to 
form their buying habits. You can REACH and SELL them only 
through the .. . 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 
New York Philadelphia Chicago Clevelan? Los Angeles Atlanta 


Aircraft Industry 


Seen Among First 
Five After War 


New York, Oct. 6.—Despite an 
anticipated postwar dip of two bil- 
lion dollars in aircraft production, 
the industry still will rank among 
the nation’s first five industries, 
whereas prior to the war it was not 
even among the first 40, according 
to A. W. Zelomek of the Interna- 
tional Statistical Bureau, who said 
here this week that the long-term 
perspective of air transportation ex- 
ceeds that of the automobile. 

Predicting a sharp decline in pro- 
duction reflected immediately in 
employment as the first reaction 
when the war ends, Mr. Zelomek 
observed that aircraft capacity 
available when the war ends could 
probably produce 500,000 planes a 
year if the bulk of these were small 
planes and if wartime operating 
rates were maintained. 

“Assuming a five-year life for 
planes, this would supply replace- 
ments for a private, commercial and 
military air fleet of a million 
planes,” he said. “Before the war, 
the air fleet consisted of only about 
25,000 planes. This visible imme- 
diate over-capacity is what disturbs 
most observers.” 

Asserting that the real future of 
the aircraft industry lies in its fur- 
ther development of a safe, low-cost 
plane, he emphasized that with 
higher income, several million ex- 
perienced airmen trained during the 
war, hundreds of thousands of high 
school students who have received 
some preflight instruction, and 
with the entire American public far 
more mechanical minded than it 
was 25 years ago, “there is danger 
in underestimating the potential 
expansion in this field.” 


Tiara Appoints Agency 


Tiara Products Company, New 
York, has appointed St. Georges & 
Keyes, Inc., to conduct an expanded 
campaign for Tiara vermouth. 
—! and magazines will be 
used. 
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half- . 
American Molasses | sree Hee mS Powe size 


$ 
Housekeeping, Ladies’ Home ioe 


to Start Campaign | nal, MecCat’s, Parests hag.” 
“ N b ye yay + a and in Chai, 
tore Age, Grocers’ Digest, Pr, 
in ovember sive Grocer and Super-Market Men 
New York, Oct. 6.—Beginning in | chandising. y 
November, American Molasses Discarding sugar-savin recipe, 
Company will launch a two-month/ which were used in advertisiy, 
campaign in six consumer maga-| during the past year, copy feature. 
zines and four trade publications|the real old-fashioned Molasse: 
through its new agency, McCann-/ without sugar which American yo. 
Erickson, New York, promoting| lasses produces. 
Grandma’s Old-Fashioned molasses. Robert Congdon of McCanp. 
Advertisements are scheduled in| Erickson is account executive. 


PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


Selected industrial news items of special signi(. 
cance “make” the front page of Industria) 
Equipment News. There is no “paste pot and 
scissors” editing on any page in IEN—ever, 
item is a real news item, 


Advertisers in Industrial Equipment News hav 
the advantage of keener reader interest. 


Product information is more VITAL now than 
ever! 


“Ladustrial 
Eguipment 
News 


THOMAS PUBLISHING COMPANY @ 461 EIGHTH AVE., NEW YORK 1, NEW YORK 


Theres Hawley! 


in New York. 


News Reels. 
Go to the 


Get within 


Nobody wants to get away from Adelaide Hawley —and it’s hard to do 


Go to the movies. There she is: women’s commentator on the MGM 


visiting-celebrity high-jinks that are always occurring in 


New York—there’s Adelaide right up in front. 


ear-shot of a radio in the NewYork area around 8:45 in the 


morning—and odds are you'll hear Hawley. One out of every three 
listening homes is tuned to her Woman's Page of The Air every morn- 
ing. It’s the most popular local women’s show in New York. 

Her program is neither a cooking school, a gossip column, nor advice 
to the lovelorn. It’s a grown-up, well-dressed, urbane show. A New York 
kind of show 

Hawley’s specialty is to know everyone important or interesting in 


New York. She gets them on the air—talking about what they can talk 
about best. She interviews interesting “neighbors at work.” She tells 


about what’s new in the market. She reports the things she sees and — 


does in the busiest, most interesting city of them all. 

Adelaide’s skill makes it a fascinating show... full of life, interest, 
fast action and spirited talk. It’s the 
kind of show that makes 8:45 A.M. 
an event to New York women. 

Of course, it’s on WABC. 

Sorry—all 18 of the participations 
available each week are now sold out. 
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Represented by Radio Sales 
the SPOT Broadcasting Division of CBS 
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Advertsing Age, October 11, 1943 
LICKED CLEAN 


“| Lick the platter Clean” 


» social set there's no law against licking the platter clean 

sp every scrap of food an the platter?” barks Towser 

sqgone right I will. There's « war on Mister!” 

" ons, seeking to help hasten, Victory, can take @ lemon 

tebe edom. Our Country's need puts it squarely up to us ta save 

she evatlable food supply 

together now, let’s 

the juice from the orange or grepefruit all the soup on 
all the lettuce in the salad all the meat on the bone 


work better than forks, use them 
-ost us one-third of all the food America produced last ytar 


ee » lick the Axis when you 4 
# 


The first of @ series scheduled by Clima- 
lene Co. for a wide list of newspapers 
is this “clean plate” copy, which ties in 
with the government's food conserva- 
tion program. The photo for the illus- 
tration was taken by Robert H. Mar- 
riot, advertising manager, and the 
) mode! was “Cappy,” playmate of Bob 
, Jr. Fuller & Smith & Ross, Cleveland, is 
the agency. 


tt Cumaint CO - |  CANTOM, OMI 


» / Times’ Salutes 
New York Fashions 


in Annual Show 


New York, Oct. 5—Fashion-con- 
scious retailers will witness the 
New York Times annual presenta- 
tion, “Fashions of the Times,” 
opening for a six-performance run 
Oct. 20. Described by its producers 
as a salute to New York’s world 
leadership in fashion, the produc- 
tion will feature the work of more 
than 100 manufacturers, 50 retail- 
ers, 30 topflight designers and tex- 
tile houses. 

While some 40% of the total cos- 
tumes will be seen for the first 
time, others will be especially cre- 
ited for the showing to the large 
retail crowd expected. Stage sets 
with special lighting and casting of 
50 types and models are under the 
supervision of a producer, stage de- 
Signer, stage manager, crew of 
technicians and stage hands. A 
script, interspersed with dialogue 
bits, will convey the government’s 
messages of conservation and sim- 
plification. 

All proceeds from the six per- 
formances will benefit the Greater 
New York War Fund. Tickets at 
$1.65 are now available at the New 
York Times, 229 W. 43rd St. 


ADMAN WINS AWARD IN 
‘TRIBUNE’ FASHION SHOW 


Chicago, Oct. 5.—Robert E. Fin- 
ney, advertising manager of the 
Popular Dry Goods Company, El 


ORK 


y SARA” 
CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefeller Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 


ly redecorated and 5 5 


a 


OP 0 Le eo 


under new manage- 
From 


Special monthly rates 
Heme of the famous 


New York’s most 
popular night 
chab. 


Excellent ban- 
quet and meet- 
ing facilities. 


“TION: EMIL H. RONAY 
‘INGTON AVE. at 49th ST. NEW YORK 


Paso, Tex., won a $50 award for 
his wedding gown design entered 
in the Chicago Tribune’s fourth 
annual American fashions compe- 
tition, which had three public show- 
ings in the WGN audience studio, 
Sept. 30-Oct. 1. Winners were de- 
cided by vote of the three audiences 
which attended the shows. 


Honors Awarded 


Top honors in the competition 
were won by two professional de- 
signers and a novice. Dan Thones, 
Chicago designer and tailor, carried 
off the grand prize of $1,000; Robert 
M. Shepherd, a junior at Syracuse 
University, won the second prize of 
$500; and Mme. Paule Madoc, New 
York, was awarded third prize 
of $500. Twenty-six others who 
entered their designs in the annual 
— were awarded $50 
each. 


Newspaper Series 
Urges Care, Not 


Purchase, of Nemo 


New York, Oct. 7.—Conservation 
of garments now in use, rather than 
appeal to prospective buyers, domi- 
nates the copy of the current news- 
paper campaign for Nemo founda- 
tions, just placed in key cities in 
the country. Double-column inser- 
tions will run once a week, and are 
scheduled to continue through the 
middle of December. 

Aimed at present owners of 
Nemo, advertising by Kops Broth- 
ers, the manufacturer, gives advice 
on care of the foundations. Typical 
copy is: “If you’re smart, you'll 
purchase your Nemo for current use 
only. When temptation whispers: 


‘Stock up for the future,’ remind 
yourself that unused rubber does 
not exactly improve with age.” 

E. T. Howard Company, New 
York, is the agency. 


Theobald Joins Hubbell 


Dale H. Theobald, formerly in 
charge of the advertising depart- 
ment of National Refining Company, 
Cleveland, has been appointed di- 
rector of research and consumer 
relations of the Hubbell Advertising 
Agency, Cleveland. 


Names Seidenbaum 


Cadet Aeronautics, Inc., New 
York, designer of gliders, devices 
for aviation instruction and model 
airplanes, has appointed William G. 
Seidenbaum Advertising Agency, 
New York. 


41 
Philips to Move 


North American Philips Company, 
Dobbs Ferry, N. Y., manufacturer of 
precision electronic devices, will 
transfer its commercial and admin- 
istrative departments late in No- 
vember to the Pershing Square 
building, Park Ave., at 42nd St., 
New York, where it will occupy 
offices with two affiliates, Philips 
Metalix Corporation and Philips Ex- 
port Corporation. 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 

THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


WASHINGTON’S 
SECOND MARKET 


ey 


“All Gaul is Divided 
_.. into Three Parts..." 


Julius Caesar 


..,and all 


Washington State 
is Divided into 


Three Major 
Market Areas 


Yes, when it comes to major markets, Washing- 
ton State—like Caesar’s Gaul—is divided into 
THREE parts. Second of these, from the adver- 
tiser’s point of view, is the TACOMA area—a 
market of rich possibilities which demands 
complete, concentrated LOCAL coverage. 
That's why TACOMA, as well as Seattle, is a 
“MUST” on your media list if you hope to do an 


effective job in the important Puget Sound re- 
gion of Washington State! 


Tacoma, Washington's Second 
Market, is an integral part of 
Washington State's “70°/,-Plus” 
region. In Western Washington 
you'll find 73% of the state's 
population ... 74% of the 
state's effective buying income 
. «+ 71% of the state's retail 
sales ... 86% of the state's 
industrial payroll. Concentrate 
where the BUSINESS is 
concentrated. 


™*Nows Tribune 


TACOMA, WASHINGTON 


Lorenzen & Th 


ompson, Inc 


National Representatives 
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42 
Promote Kiddie Kratt 


A holiday campaign to last the 
remainder of the year, using space 
in The Saturday Evening Post, 20 
Sunday newspapers, trade journals, 
and the gift section of the New 
York Times, has been launched by 
the Marathon Corapany, Attleboro, 
Mass. Kiddie Kraft, line of chil- 
dren’s jewelry, is featured. Frank 
E. Dodge & Co., Providence, R. L., 
is the agency. 


Reynolds Promotes Lalor 


Morgan D. Lalor has been named 
assistant general sales manager for 
Reynolds Metals Company, Rich- 
mond, Va. Mr. Lalor has been with 
the company since 1940 as head of 
the sales statistical department. 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
oe, in the production 
continuity strips and car- 
for leading ad- 

wns Taw and agencies— 


Johnstone & Cushing 
155 East 44 Street, New York City 
MUrray Hill 2-6236 


Wholesale Grocers 
Plan to Salvage, 
Collect Tin Cans 


New York, Oct. 6.—Cooperating 
with the salvage division of the 
WPB, food wholesalers are study- 
ing plans by which retail grocery 
outlets in certain areas would be es- 
tablished as tin can salvage depots, 
with collections made regularly by 
the distributors’ delivery trucks, M. 
L. Toulme, vice-president, National- 
American Wholesale Grocers’ Asso- 
ciation, revealed today. 

As a first step in the project, 
salesmen of the member organiza- 
tions will assist the individual gro- 
cery stores by delivering to them 
posters and other advertising ma- 
terial from the salvage division in 
each separate area, and by assisting 
the individual grocer in the proper 
use and display of this material. 
Actual pick-ups of the tin cans 
would be confined to areas where 
no established system already 
exists, principally in the smaller 
communities. 

Further details of the plan sug- 
gested by the WPB are being 
worked out with Louis S. Loeb, 
chief of the agency’s tinned scrap 
division. In writing the associa- 
tion last week, Mr. Loeb stated that 
the cooperation which the grocer 
members can give would be of in- 
estimable value in salvaging the 


two out of three tin cans which 
still go to waste. 

The National-American Whole- 
sale Grocers’ Association is com- 
posed of 1,500 food wholesalers in 
all sections of the country, and its 
members distribute an estimated 
75% of the total volume of groceries 
handled by independent operators. 


Metcalf Adds Account 


Hemphill Company, Pawtucket, 
R. I., manufacturer of knitting ma- 
chines, has named George T. Met- 
calf Company, Providence, to han- 
dle its advertising. Business papers 
will be used. 


Devine to Agency 

John E. Devine, formerly adver- 
tising manager of Alexander Smith 
& Sons Carpet Company and C. H. 
Masland & Sons, has joined Ander- 
son, Davis & Platte, New York, in 
charge of traffic and production. 


Dalsimer to OWI 


Samuel Dalsimer, vice-president 
of Cecil & Presbrey, New York, has 
been granted a leave to handle in- 
formation programs on rationing 
and price control for the OWI, 
Washington, D. C. 


Named Sales Manager 

C. P. (Pete) Jaeger, head of the 
commercial program division of the 
Blue Network’s program depart- 
ment, has been appointed network 
sales manager, effective Nov. 1 


Campaign Heralds 


40-Fathom Cakes 


in New Containers 


Boston, Oct. 6.— An old product 
in new streamlined container re- 
turned to grocers’ shelves recently 
when 40-Fathom Fishcakes, now 
quick-frozen, made their appear- 
ance in cardboard boxes instead of 
tin cans. An extensive newspaper, 
magazine and radio campaign in 
New England and the East herald 
the fishcake made by General Sea 
Food Corporation, Boston, in its 
new form, emphasizing the high 
cost in ration points of canned fish 
today as compared to this unra- 
tioned fish product. 

Advertising in New England is 
placed in three sizes, 600, 225 and 
100 lines, in the following news- 
papers: Boston Herald - Traveler, 
Boston Globe, Christian Science 
Monitor, Worcester Telegram-Ga- 
zette, Springfield Republican, News 
& Union, New Haven Register, 
Hartford Times, Bridgeport Post- 
Telegram, Pittsfield Berkshire Eagle, 
Waterbury Republican & American, 
Portland Press-Herald Express, 
Providence Bulletin and Pawtucket 
Times. 

Outside New England, 200-line 
copy appears in the Pittsburgh 
Press, Washington Star, Baltimore 
Sun, Akron Beacon Journal, Detroit 
News and Altoona Mirror. 

Spot announcements describing 


Fashions in Folks for 43 


Bastions i in clothes change every fall, as the brisk, 


bright and beautiful department store advertise- 
ments will clearly show you. 


Fashions in folks don’t change very much. Human 
nature stays pretty nearly the same. 


. Take New Yorkers, for instance. And, by New 

y ¥ p* Yorkers, we mean all the folks who live within 

ih <a swt ¥ ol A commuting distance of our tall city. Take the 
A, WN ne si \ see more than two million who are reached by 
me Gere Fa er pein’ oe this newspaper daily, and over three mil- 
% ' eo wy oxssrou ees lion we reach on Sunday. They haven’t 
g ¥ Va very Nh nvengence be changed a lot during the more than 
b= yes 8 ne es} m0" cay, oN forty years we've been building their 


favorite newspaper for them. 


They still want a comfortable place 


Journals 


LARGEST NEW YORK EVENING NEWSPAPER- “THE ONLY ONE WITH ALL THREE WIRE SERVICES—AP~ UP~ INS 


to live, nice-looking clothes to wear. They want 
to win this war. And they’re willing, as now, to 
scrimp and sacrifice and fight for these things. 


But this could be said of people who read other 
papers. 


And this could be said of people in Des Moines 
and Dayton, in Duluth or in Dallas. 


Sure. That’s the point we're making. The people | 


who read the New York Journal-American are just 
like millions of other folks, except there are so 
many of them that they represent a whale of a lot 
more of that stuff known as buying power. 


Perhaps that’s why it has become the fashion to 
advertise to them in their own newspaper. 


SUNDAY AND DAILY 
NEW YORK 


age American 


REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


Advertising Age, October 1; 
MADE EASY 


A Victory Mess to Boys and ( 


CM: 


be toe 


1943 


5 beying 
Stamps Sze Saving bones “Sy? to spell death. 
Bi eirgii ye are helping too % im anct 
FEE by doing without your COM: Joyeycl. 


eau Ferd 


Eiri: | 


a 
4 


‘a 


oc again make COM: Joyeycie, 
Bike Wagons QP Cyclets and other © CM 
Vehicles. No longer will we need the steel |. was 
We will have won and you will have helped. 


C:C:M:- 

JOYCYCLES and Juvenile Vehicles e 
Bins teres rs ts naan sn 
A primer style helps Canada Cycle 4 
Motor Co., Weston, Ont., explain the 
wartime production picture clearly to 
boys and girls. This institutiona! 


copy 
is appearing in Canadian dailies. James edica 
Fisher Co., Ltd., Toronto, is the agency, Illus 


hotos l 
‘s well 
ospital 


— 


the easy-to-prepare home package 
are being aired over WRAK. Wil- 


liamsport, Pa.; WTBO, Cumberland, &.... 
Md.; WHBC, Canton, O.; WFDF jmp?! 
Flint, Mich.; WIND, Gary, Ind.: and oe 


KDKA, Pittsburgh, Pa. 
Column space is also used in 
Good Housekeeping. a 
The campaign is scheduled to HR. 
continue through December. Alley . 
& Richards handles the account 


Crawford Flays p blo 
Lack of Policy on ag 
Ending Contracts 


Cleveland, Oct. 6—bLack of a 
“definite government policy for ter- 
mination of government contracts” 
stands out among five major ob- 
|stacles to intelligent postwar plan- 
ining by industry, Fred C. Crawf = 
|president of the National Associ 
ition of Manufacturers, declared 
| here yesterday. 


| Contending that the govern- 
iment’s attitude toward business 
| after the war is the big que tion 


'mark in American industry’s pi 
| war plans, Mr. Crawford, also pr« 
dent of Thompson Products here 
isaid that the government also has 
‘failed to create a program for dis- 
posal of an estimated 50 billion 
|dollars of surplus war goods 
| the war, or to adopt a policy fo! 
|disposal of government-owned wa! 
plants, equipment and facilitie 
“There is no definite program for 
the continuation of wartime control 
|} after the war, when people will have 
ja lot of money to spend for non 
| existent goods,” he pointed out 
“Some sort of control should be 
continued until production of goods 
can catch up with the demand and 
| thereby avoid an inflationary scram- 
ble for goods that are not ther: 


SR&D Elects Officers 


Standard Rate & Data Servic« 
elected the following officers: | 
ter E. Botthof, chairman of ‘5 
board; Richard A. Trenkmann, | 
ident; C. Laury Botthof, exe: e 
vice-president and treasurer; A’ «rt 
W. Moss, executive vice-presid¢ n 
charge of the New York office;  \\ 


Doheny, vice-president, Chicag 
fice; James Kelly, vice-pres! 
New York office; and Howa 
Rogers, secretary. 


Brandt to U. S. Rubber 


of public relations for Rocke! 
Center Corporation, New Yor! 
been named director of publicit 
the tire division, United States ! 
ber Company, New York. Wi! 
Z. Roller, formerly of the pub! 
staff, has joined N. W. Ayer & > 
New York. 


eee 


Your best friend is another 
businessman. He reads... 


Choose the 


Leader... 


Charles Brandt, formerly dire 
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1943 bavertis: 9 Age, October 11, 1943 43 
°} s ; i a . Chicago, has been promoted to| Command headquarters, at Atlanta. 
- Squibb Praises Hicks Appoints Mertzke Admen in the major in the Army air forces. He|She was one of the first Wac of- 
l S . Page ce me far gona ma “e is with the Air Service Command|ficers who graduated from Ft. Des 
edica ervices Poor’s Corporation, New York, has Armed Forces ear ee maetee Moines. 
n Magasine Copy (bes, semet sresren, director and eee gs ang Diller Joins A&S 
vork, Oct. 7.—Extolling the | Public relations counsel, Chicago. ’| Robert H. Merriott, advertising| Fred M. Thrower Jr., vice-presi-| Kendrick Diller has joined Ad- 
an New > ‘d’ skill “tn Ane S ae ‘ manager of the Climalene Com-/| dent in charge of sales of the Blue| vertising & Selling as eastern adver- 
ing ravery aa pooader + Maar pots A the CBS N “a pany, Canton, o. has been com + ae oa Rigg Menges ae perenn a tising representative, Re wes a- 
avy 1 pa am missioned a lieutenant (jg) in the| leutenant (jg) in the naval reserve.|merly with the New York, New 
Nam ives © pg eg A ene Dick aera pte with |Maval reserve, and is waiting for|He will report for duty early in| Haven & Hartford Railroad where 
™ sie ‘technique in its current|OWI and prior to that with FM orders to report for service. November. he edited two house publications, 
S a hs advertisements entitled | Broadcasters, has joined CBS as di-| Hugh A. Gigante, production man-| _ Herbert Selby, formerly head of a Riders Digest” and “Along the 
yirack’. of the Battlefront.” The | rector of promotion service for CBS-| ager of Gotham Advertising Com- the media department of Maxon, | , 
and ow se) Ss appears in cooperation|owned stations, succeeding Jerome} pany, New York, has been inducted Inc., Detroit, has been promoted to 
P th ti general campaign Boe- Still, who has resigned. into the Army and will report for plang = is stationed at Patter- | Subbiesh Us eciteite ad 
; red by the War vertising Coun- ee uty on Oct. 8. . we 
a | to )licize the service of the AC A to Meet in Toront William M. Freeman, on the staff Capt. Elizabeth S. MacDonald, %& BILLION DOLLAR 
Me nedica _— ae wer = 5 oem —m of the Mew York Times since 1922 iecuneety semieient advertising man- ST-WAR PREMIUM MARKET 
-p.ge black-and-white cop e Association of Canadian - : . ’l ager o illiam Hengerer Company, | 
- bm Housekeeping, Hygeia, Life vertisers will hold its annual meet-|@S been inducted into the Army. Buffalo, N. Y., has been appointed Now through 
od The Saturday Evening Post is|ing October 28-29 at the Royal York} Capt. Roy E. Washburn, former | assistant to the chief of the Public Business Promotion Magarine 
~hedulea for six insertions, extend- | Hotel, Toronto. art director of McCann-Erickson,| Relations Branch, Fourth Service’ © 
ho into 1944. 
‘Squibb institutional advertising 
= ng oor the war angle as its theme 
a or some months, but the new series 
> & bmphasizes the personal safety of 
the he men in the armed forces, calling 
to ‘tention to the amazing results 
Opy hat have been achieved by the 
mes medical services. 
cy, Illustrated with authentic action 
ue hotos from the Army and Navy, 
+; well as posed shots in training 
at ospitals, the copy points out that 
Nil. 7 out of 100 men in evacuation 
“4 spitals during the North African 
DF, BB mpaign didn’t die, that it’s 37 to 1, 
and sed on present information, that 
men wounded in Navy action won't 
ND He and that men wounded in action 
ten are under skilled medical care 
Nee within ten minutes after they are 


njured 

The Surgeon General of the Army 

tributes this remarkable record 
] plasma, skillful surgery 

ind sulfa drugs. 

Batten, Barton, Durstine & Os- 

wn, New York, is the agency. 


_ Bide Water Oil 
er- * = * 
‘s QUsing 192 Dailies 

- - | 
«- en New Drive | 
rd New York, Oct. 7.—Tribute to the | 
vlads ervice station men of the country, 
red e of the groups hardest hit by 
time conditions, is being paid by 
ie Water Associated Oil Com- 
7 y, New York, in a new adver- 
a. sement scheduled for 192 news- 
_ pers in 148 eastern cities in 1,000 
nd 748-line sizes. 
= The company dedicates the ad- 
i (mertisement as “A tribute to the) 


LARGE FAMULY 


ec ousands of service station men—| 
os and those of all the other | 
pve | companies—whose devotion to ERT RBar me oy 
jn ei! s in the face of heavy odds | & ie >. 
_ { frequent hardship, has won| oe 
em the respect and admiration of | 


e communities they serve.” 

Tide Water is also scheduling 
-page two-color advertisements 
= trucking magazines on its “Pre- 
ive Maintenance” plan and its 
rv veedol motor oil and greases and W. 

aller two-color advertisements on ’ H ’ : : 

nd ¢ wradesis in & Het of farm hen you're out to do a job, there’s nothing quite as valuable 
IDI tions, 

Lennen & Mitchell, New York, is as husky helpers. 
e agency. 


eee WGN has one of the largest ‘‘families” in radio. 
orld-Herald Opens Drive 


he The Omaha World-Herald has set When WGN sets out to do an advertising job for you, 

S- pi v fund, “Soldiers’ Christmas , ; 

e (g(garct Fund” to provide Yuletide the whole family helps. Many advertisers have already found 
rt smo for American fighters, hav- 

etme we ee out that this results in greater sales impact. 

V ® Men fund” with a total of . e g s pac 


» ) 


ee Another reason why WGN leads all major Chicago stations 
jim Duffy to Move 
Jir iffy Company, Chicago, will 


Ss month to new quarters in 
Oil building. 


MMS MANAGERS | A Clear Channel Station | J eR | ; 


es col CHICAGO Cr ILLINOIS # 
=) 3 


in the volume of local, national spot, and retail business. 


EASTERN SALES OFFICE: 
220 E. 42nd Street, New York 17, N. Y. 


3 50,000 WATTS 720 KILOCYCLES 


PAUL H. RAYMER CO. 
F - | Ee | _ Los Angeles 14, Cal.; San Francisco, Cal. | 
wort to 4oe / | MUTUAL BROADCASTING SYSTEM | i —_ 
| 00° 0 88-ACROSS 
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44 
S. A. Account to McC-E 


The Buenos Aires office of Mc- 
Cann-Erickson, has been appointed 
to handle the advertising of Alba, 
S. A., one of the largest manufac- 
turers of paints, enamels and var- 
nishes in Argentina. The firm is 
one of the numerous enterprises of 
Bunge & Born. 


Promotes ‘Beeline’ 

McClatchy pooner nrng Com- 
pany, Sacramento, Cal., has launched 
a promotion campaign in the adver- 
tising press for its five-station 
group, which has been designated 
“The Beeline,” consisting of KFBK, 
Sacramento; KWG, Stockton; KMJ, 
Fresno; KERN, Bakersfield, Cal.; 
and KOH, Reno, Nev. 


a A TS 2 


= == Covers 83% 
all million-dollar 


of 


manufacturers 


Choose the 


Leader... 


Link to Begin 
Radio Series 


on 46 Stations 


Binghamton, N. Y., Oct. 6—Link 
Aviation Devices, manufacturer of 
the Link trainer which gives avia- 
tion tyros basic ground instruction 
in flying solely by instruments, will 
take to the air waves Ort. 11 with 
a 10-week institutional campaign. 

Titled “Prelude to Victory,” the 
15-minute transcribed program will 
| be heard weekly between 7 and 11 
|p. m. over 46 selected stations in 
| cities containing or adjacent to air- 
| craft and air training centers. The 
series will present dramatic reen- 
actments of epic flights, including 
outstanding military flights of the 
present war. All scripts for the 
electrical transcriptions have been 
prepared in cooperation with the 
Army and Navy public relations of- 
ficers. 

Attention-callers to the program 
in the form of engraved invitations 
to listen have been mailed to 15,000 
executives in the aviation field, in- 
cluding school boards and prin- 
cipals. The invitations contain the 
complete list of stations carrying 
the programs and give all data as 
to time, frequencies, etc. In addi- 
tion, current editions vf aviation 
publications carry advertisements 
playing up the coming radio series. 

The list of 46 stations includes 


outlets of all four major networks. 
According to the agency, Craven & 
Hedrick, New York, no particular 
network was approached for time 
since it was felt availabilities be- 
tween the hours of 7 to 11 p. m. 
were out of the question, but chiefly 
because by analytical selection of 
stations, and the nature of the pro- 
gram the series could be concen- 
trated in significant cities which 
would furnish the biggest percent- 
age of aviation-minded listeners. 
The company will shortly begin 
advertising in general magazines 
throughout Latin America, and will 
use aviation publications in Canada 
and England. Craven & Hedrick 
will also handle this campaign. 


Gracie Fields Returns 


American Cigarette & Cigar Com- 
pany will launch a new five-time 
weekly show over the Mutual net- 
work beginning Oct. 18, when 
Gracie Fields, British comedienne 
who has been overseas entertaining 
British and American troops, will 
take star billing in the program 
titled “Victory Show.” Heard in 
behalf of Pall Mall cigarets, the 
program will be aired Mondays 
through Fridays from 9:15 to 9:30 
p. m., EWT. Ruthrauff & Ryan is 
the agency. 


Gotham on Mutual 


Gotham Silk Hosiery Company 
has begun sponsorship of “Strictly 
Personal,”’ featuring fashion hints 


by Pegeen Fitzgerald, over the Mu- 


Have you received your answer to 
that troublesome fourth question? 


There is now available 


and dependable study on rural lis- 
tening habits in the “Heart of Amer- 
ica.” When one considers that 49% 


of the potential radio 


the coverage area of Kansas City is 
rural,the importance of such a study 


cannot be emphasized 


The findings of this survey verify the 


an adequate 


audience in 


too greatly. 


OF KANSAS CITY 


SINCE 1928 THE BASIC CBS STATION FOR 


rural listeners’ acceptance of KMBC’s 
efforts to supply farm features as an 
important phase of this station’s pro- 
gramming. KMBC Service Farms, 
operated by a full-time farm depart- 
ment, is just another, and the latest, 
example of this station’s service to 
rural listeners. If you have not as 
yet received this twenty-page book, 
“Speaking From the Heart...”a copy 
will be sent, if you just say the word! 


MISSOURI 


AND KANSAS 


tual network. Effective Oct. 5, the! 
program is heard Tuesdays and | 
Thursdays from 11:55 a. m. to 12 
noon. 
handles the account. 


Y&R Handles Mystery 


“Sherlock Holmes,” mystery - 
thriller sponsored by Petri Wines 
over Mutual, has been transferred 
from the Erwin, Wasey & Co.’s San 
Francisco office to Young & Rubi- 
cam. Coincident with transfer of 
agencies, the show expanded to a 
full half hour and is now heard 
Mondays from 8:30 to 9 p. m., EWT. 


Starts 7th CBS Season 


Chesebrough Mfg. Company has 
renewed its sponsorship of the “Dr. 
Christian” program for the seventh 
season on the CBS network, effec- 
tive Oct. 27. Starring Jean Her- 
sholt, the dramatic show is heard 


Sterling Advertising Agency - 


Wednesdays from 8:30 to 8:55 p. m., 
EWT, with rebroadcast at 11:30 
p. m. MecCann-Erickson handles 
the account. 


Allegheny on CBS 


Allegheny -Ludlum Steel Cor- 
poration has assumed sponsorship 
ef the CBS sustaining program 
titled “Mother and Dad,” on 39 out- 
lets, effective Oct. 2, marking the 
corporation’s first campaign on Co- 
lumbia. The program is heard Sat- 
urdays from 5:30 to 6 p. m., EWT. 
Commercials will be institutional. 
Walker & Downing, Pittsburgh, is 
the agency. 


Texas Company Renews 


Effective Oct. 3, the Texas Com- 
pany has renewed “Texaco Star 
Theater” on CBS for the eighth 


consecutive year. The variety pro- 
| gram, starring James Melton and 
featuring guest stars, is heard Sun- 
| days from 9:30 to 10 p. m., EWT. 
| Buchanan & Co. is the agency. 


American Home Renews 


| American Home Products Cor- 
|poration has renewed two of its 
|CBS network programs, “Mr. Keen, 
Tracer of Lost Persons,” and “Easy 
| Aces,”” both effective Oct. 27. The 
|programs are heard Wednesday, 
|Thursday and Friday evenings, 
|“Easy Aces” from 7:30 to 7:45 
EWT, and “Mr. Keen” from 7:45 
tr 8, EWT. The latter is heard on 
'51 CBS outlets and the former on 
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THE ATLANTIC BEFiHme Company 


This is the opener in a new series fo, 

Atlantic Refining Co. to appeaor in a 

newspapers along the eastern seaboard 

as well as Grit and Pennsylvanie Farme 

One ad a week for the next |3 week 

is scheduled. N. W. Ayer & Son is the 
agency. 


50 stations. Blackett-Sample-Hum- 
mert is the agency. 


Revlon Revue Moves 


Revlon Products Corporation wij 
shift “Revlon Revue” to a Sunday 
night period, beginning Oct. jj 
when the program will be heard a 
10 p.m. At that time an additional 
15 to 20 Blue outlets will be adde 
to the present lineup of 63 stations 
William H. Weintraub & Co. handle 
the account. 


Dairy Group Renews 


The American Dairy Associatioy 
through Campbell-Mithun, Chicag 
has renewed for 13 weeks th 
“Voice of the Dairy Farmer,” aired 
over 34 NBC stations Sundays from 
1 to 1:15 p. m., EWT. The renewal 
is effective Oct. 31. 


Squibb Starts Show 


E. R. Squibb & Sons will sponse: 
a new program over 120 CBS st 


ublishe 


atio1 


tions beginning Oct. 11, to be aired Exect 
Mondays, Wednesdays and Fridayg@e°'°"™S 
at 6:15 to 6:30 p. m., EWT. Th p> 
show, “To Your Good Health,” willy’ = 
feature Lynn Murray and his orMg"% ™ 


WILL 
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This marks the first time 
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nestra 


jational Starch Products, New 
‘ork, will move uptown about Nov. 
15, from 820 Greenwich St., to 
urger quarters at 270 Madison Ave. 


at Batten, Barton, Durstine & 
neporn as handled radio for 
cayibb; heretofore it has handled 
ne company’s institutional adver- 
Hsing. 
Camel to Sponsor 
For R. J. Reynolds Tobacco Com- 
ny, it behalf of Camel cigarets, 
timmy Durante and Garry Moore 
Jl launch their “Moore-Durante 
chow” Oct. 8 over the full CBS 
stwork. The program will be 
my broadcast Fridays at 10 to 10:30 
m., | WT. 
standard Oil on Blue 
standard Oil of California will 
= sonsor Lowell Thomas on 13 Pa- 
~ Zi... Coast outlets of the Blue Net- 
” “ork, beginning Nov. 1. The com- 
— BB ontator will be heard Mondays 
S for hrough Fridays from 9:30 to 9:45 
n 8 PWT, marking the first time 
Doard ay "Mr. Thomas will have been 
rmer eared on the Coast. The broadcasts 
weeks |] originate from New York. Bat- 
$ the n, Barton, Durstine & Osborn, Los 
jen, Ba is the agency. 
Opera on Blue 
Tun 
Texas COmpany will sponsor 
~oadcasts of the Metropolitan 
era on the Blue Network for the 
| willMourth consecutive year, beginning 
indayENov, 27, using the complete Blue 
. lihookup. The series of 20 Saturday 
rd affnatinee performances takes the air 
tionalmt 2 p. m., EWT, and continues 
idde hrough to the conclusion of each 
tior how. Buchanan & Co. is the agency. 
ind] 1 OP, 
oins Simpson-Reilly 
Wm. Blair Smith, formerly ad- 
auon@vertising manager of The Knox 
Cag ‘mpany, Hollywood, and_ space 
“Guyer and account executive with 
alreq@ialien C. Smith Advertising Agency, 
from ansas City, has joined the Los 
lewalangeles office of Simpson-Reilly, 
ublishers’ representative. 
onsom™/National Starch Moves 
> Executive offices, including the 
ida ivertising and publicity depart- 
“Thagmgments and research laboratories of 


agazine Men Organize 
New York State Magazine Repre- 
entatives Club has been formed 
ith Paul Elrod, Parents’ Magazine, 
Yew York, president, and Donald 
MacDonald, Life, New York, secre- 
ary. 


Ypens Own Office 

Charles M. Bayer, formerly with 
he public relations department of 
he Borden Company, New York, 
as opened his own public relations 
nd publicity office at 17 E. 42nd 
t.. New York. The telephone is 
Murray Hill 2-4944. 


iner Appoints Ramsay 


Wallace Ramsay, for the past 


ree years continuity editor for the 
Xn Lee Broadcasting System, has 
een appointed radio director of 
i. B. Miner Company, Los An- 
eles. 


egener’s to Hicks 
Wegener's, Inc., 
has appointed Livingstone 


beverage manu-| 


Gay Featured 
at Direct Mail 
Clinic Oct. 15 


New York, Oct. 6.—All phases of 
graphic arts in the War Production 
Drive, including conservation of 
critical materials, will be discussed 
by Edward R. Gay, director of the 
division of general commodities, 
Office of Civilian Requirements, fea- 
tured luncheon speaker at the one 
day clinic on “What’s Ahead in Di- 
rect Mail and Printed Promotion,” 
to be held here Oct. 15 under the 
sponsorship of the Direct Mail Ad- 
vertising Association. 

Sessions chairman for the day 
will be G. Lynn Sumner, president 
of the New York agency bearing his 
name. Herbert Kaufman, advertis- 


ing manager, General Printing Ink 
Corporation, and _ vice - president, 
Graphic Arts Victory Committee, 
will direct a discussion on materials, 
supplies, services and present recog- 
nized experts on letterpress, litho- 
graph and rotogravure printing, and 
a government official will analyze 
new developments now in prepara- 
tion for postwar application. 

Henry Hoke, managing director, 
GAVC, together with the executive 
board of the committee, will an- 
alyze how advertisers can aid the 
war effort through cooperation with 
government agencies in the prep- 
aration of their printed promotion. 
The government viewpoint on the 
effect of limitation orders, and how 
they apply to the graphic arts in- 
dustry will be presented by Gilbert 
L. Parks, assistant chief, printing 
and publishing section of WPB. 

A half hour discussion on indus- 


trial advertising will be conducted 
by J. J. De Mario, advertising man- | 
ager, Manhattan Rubber Mfg. Di- 
vision of Raybestos-Manhattan, Inc., 
Passaic, N. J., and Edwin M. Perrin, | 
advertising manager, Robins Con- 
veyors, of the same city. ‘ 


Named Sales Manager 


Eric E. Backlund, assistant sales 
manager since 1935, has been ap- 
pointed sales manager of Goulds 
Pumps, Inc., Seneca Falls, N. Y. He 
has been with the company since 
1923. 


Mitchell Joins Fletcher 


W. R. Mitchell, formerly account 
executive with "Snyder & Black, 
New York, has resigned to join 
Fletcher & Co., New York public 
relations counsel, as vice-president. 


45 
‘Joins Craven & Hedrick 


Russell H. Potter, former director 
| of the New York district of the 
| OPA, has joined Craven & Hedrick, 
|New York, as head of its public 
| relations department. 


Kondras Joins L & G 


Peter Kondras, who has been 
with N. W. Ayer & Son, Philadel- 


phia, for the past 11 years, has 
joined Lewis & Gilman, Philadel- 
phia. 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 
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orter Hicks, Detroit, as advertising 
unse..or. Outdoor and 
1 | be used in a new campaign 
; Belle Isle dry ginger ale. 
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To Major-General IRA C. EAKER and 
Air Chief Marshal SIR ARTHUR T. HARRIS 


Somewhere in England 


f —_——- 

Eaker ad Harris like te talk ove 
they want to do after the war. 
sticks to his dream of running a country 


newspapér. Harris wants to go fishing. 
They have decided that Oregon is the 
best spot for both of then od spot 
for a small paper, wonderful fis hing 


The Eighth’s Micon. But before 


—— 


REPRESENTED NATIONALLY BY 


_—_ 


‘The 


——~ OREGONIAN 


The Great Newspaper of the West 


PORTLAND, OREGON 
PAUL BLOCK & ASSOCIATES 
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Names Parker-Allston 


Albert Ullmann Marine Office, 
New York, marine insurance under- | 
writer, has appointed Parker-Alls- | 
ton Associates, New York, to handle | 
its advertising. 


Lewis Adds Account 

Lewis Advertising Agency, New- 
ark, has been appointed by Essex 
Electronics, Newark, to direct ad- 
vertising on its line of chokes, coils 
and transformers. 


Ad Revenue to War Bonds 


Macfadden Publications will in- 
vest the entire advertising revenue 
of the December issue of True Story 
Magazine, amounting to $250,000, in 
war bonds. 


$‘Z a Show 


for a brand-new, open-end 
detective mystery serial. 


PROGRAM WORRIES DISSOLVE 
when you buy AIRPAK’'S 


“QUIET, PLEASE!" 
a top show for a bottom price! 


Carl Euloah Riblet, Jr. 
Room 532 at 53 West Jackson Blvd. 


| year ago. 


Chicago—Phone STATE 2275 
~ 


McCarthy Tops List 
in Latest Hooperating 


The Sept. 30 “First 15” evening 
programs, as compiled by C. E. 
Hooper, Inc., shows Charlie Mc- 
Carthy in first place, Bob Hope sec- 
ond and the Aldrich Family third. 
Others in the following order are: 
Walter Winchell; Joan Davis-Jack 
Haley; Radio Theater; Frank Mor- 
gan-Fanny Brice; Bing Crosby; 
Screen Guild Players; Mr. District 
Attorney; Durante - Moore - Cugat; 
Blondie; Kay Kyser (1st half hour); 
Take It Or Leave It; and Your Hit 
Parade. Red Skelton leads the pro- 
grams broadcast after 10:30 p. m., 
EWT, which are not measured in 
the eastern time zone. 

The Sept. 30 Hooper “National” 
Program Ratings Report shows 
sets-in-use up about 20% from the 
Sept. 15 report and almost 12% 
over the corresponding report of a 
Average rating is up 
about 23% from the last report and 
almost 12% from a year ago. 


Kruwell to ‘Tribune’ 


H. G. Kruwell has been appointed 
acting managing editor of the Daily 
Tribune, Ames, Ia. For the past 
year he has been associate editor 
and layout man with the Fred 
Hahne Printing Company, Webster 
City, and was for many years ad- 
vertising manager of the Evening 
Journal, Nevada, Ia. 


Film Ad Company 
Plans for Better 


Postwar Position 


Washington, D. C., Oct. 6—A 
determined campaign to convert 
wartime motion picture advertising 
into a major peacetime medium was 
mapped last week at a meeting of 
officials of Motion Picture Advertis- 
ing Service Company, one of two 
film distributors currently devoting 
their efforts to war information 
films through Screen Broadcasts, 
Washington. 

Although several new war infor- 
mation series of programs are still 
in the planning stage, William 
Johnson, president of MPA, called 
in Robert Harper, his assistant, and 
Paul Bolton from the Washington 
office for a conference in New Or- 
leans on the medium’s future pros- 
pects. 

Among the steps considered at 
the session was a business paper 


advertising campaign, exceeding 
$100,000 for space in advertising 
and motion picture magazines. 


Use Mailing Pieces 


At least three mailing pieces, and 
probably six, will be sent to thea- 
ters throughout the country to tell 
the story of motion picture adver- 
tising. A complete history of the 
screen medium will be set forth in 
a special MPA “biography” now 


One newspaper goes into more than 600,000 homes daily in 


Philadelphia 


the City of Homes. One newspaper is read by 


4 out of 5 families in Philadelphia. One newspaper covers, in 


reaching most Philadelphians, one of the most important markets 
in the country. One newspaper is consistently the leading daily 
advertising medium in Philadelphia. One newspaper — and that 
newspaper is The Evening Bulletin. 


In Philadel phia—nearly everybody reads The Bulletin 
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Advertising Age, October 
EXECUTIVES LOOK OVER DISPLAY 


L, 1949 


A display of advertising that will appear during the next few months was pre 
sented at a meeting of Motion Picture Advertising Service Co. officials in Ney 


Orleans recently. Left to right are: Paul H. Bolton, national promotion directo, 

attached to the Washington office; Leon H. Grandjean, sales promotion manager 

New Orleans; Robert E. Harper, assistant to the president, in charge of the 

Washington, D. C., office, and war effort film activities; and William Johnson 
president of MPA, New Orleans. 


being prepared for distribution to| 
sales representatives in the field. 


Consolidated Tea 
MPA has developed “a planned 
profits package” to be mailed Launches Test 


monthly to members of = sales C a - N 
force, giving specific information 
about every sales and production ampaign in ’  f 
activity. This package is expected New York, Oct. 7.—Consolidate 
to supply the home office-field con-|Tea Company, maker of Sw 
tact usually handled through long| Touch Nee tea since 191]. 
distance telephone calls and sales|launched a test advertising ay 
meetings. The package is a two-| merchandising program to popular 
way affair, providing for a monthly] ize the name of Swee Touch Ne 
report by the sales representatives.| “the tea packed in the distinct 
The first of these packages, detail-| treasure chest.” 
ing an impending film series sup-| es : 
porting WPB conservation efforts, Uses Five Dailies 
is expected to go this month to 250 | In the preliminary campaign j 
salesmen representing MPA. The|New York, the Herald Tribw 
WPB conservation films were based| Post, Sun, Times and World-Tek 
on recommendations’ of some 750 | gram are being used, with firs 
department store operators who | insertions of 84 lines running on 
were consulted on the series before|a week. Although plans have 
production of the material was| yet been completed for a large 
launched by the company. schedule, the campaign will be 1 
Another sales idea shortly to be| creased either by more space 
incorporated by MPA is a revamped other media, agency officials said 
house organ designed for exterior; Peck Advertising Agency, Nev 
circulation. ‘York, is the agency. 
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Always a great radio buy in Houston, KXYZ no 
offers even greater value. According to the Jul) 
August Hooper Station Listening Index, KXYZ po 
sesses 43.4% of the morning (8:00 to 12:00) Housto 
audience against 35.8% for.station B and 19.8°. { 

station C. From 12:00 to 6:00 P.M., KXYZ has 25.3 

of the audience against 25.1‘; for station B an 
49.0% for station C. Then, from 6:00 to 10:00 P. M 
the new Hooper gives KXYZ 28.6'% of all listenc: 
while station B has 30.4% and station C has 40.0° 

Ask your Branham man for information on KXYZ 
choice, low-cost availabilities today. 
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sdvertising Age, October 11, 1943 


Drug Sales Zoom 
95% Over 1942, 


99% Above 1939 
- New York, Oct. 6.—Drug store 
‘ jes -e currently running 25% 
MM necad of 1942, and will reach 
% £9 50, 10,000, or 82% higher than 
y in pre» ar 1939 if the present rate 
1 ‘ontin’ s, Nelson A. Miller, chief, 
, sistrib ion Management unit, Bu- 
‘eau o| Soreign and Domestic Com- 
merce, ‘old some 1,000 wholesale 
and m: vufacturing drug executives 
+ the th annual convention of the 
Nation . Wholesale Druggists Asso- 


jation vere yesterday. 
“who vsale drug sales, meanwhile, 
8% over 1942, and probably 


ar} re ch $1,500,000,000 in 1943, or 
999, hizher than in 1939, Mr. Miller 
added, noting that retailers are 
day buying more of their supplies 
throug). independent wholesalers 
than before the war. 


Primary aim of the conference 
was to consider postwar prospects 
nd survey the problems of war- 
time operation, Examining postwar 
reports, Charles Wesley Dunn, 
to various pharmaceutical 
and food organizations, declared 
industry would probably 
a sizeable business with the 


truction period. He also pointed to 
the opportunity for developing a 
larger foreign business. 

A boom in the drug business rea- 
} ““Bilonably can be expected at the end 
Mot hostilities, but the question of 
Iaits duration and its ability to ab- 
7 grb unemployment remains to be 
“ wnswered, Mr. Dunn said. 


* 7 
Quinlan Begins 
» s . a. 
‘wa First Campaign 
a New York, Sept. 28.—Kathleen 
Mary Quinlan, 20-year-old cosmetic 
ompany, which has_ heretofore 
limited its advertising to occasional 
insertions in selected magazines, 
will make its debut as a consistent 
Nogmmadvertiser next month when it 
“'HBlaunches its first sustained adver- 

tising program on a regular sched- 

we 

The magazine list calls for two 

and four-color page insertions in 

Harper’s Bazaar, Town and Country 
and Vogue, in addition to the New 
York Herald Tribune and Times. 

Advertisements will feature the 
| ompany’s eye makeup, and straight 
product copy will dominate the 
campaign. 


Hirshon - Garfield, New York, 
handles the account. 


| §Detroit AMA Elects 
J. F. Wright of the Fred M. Ran- 
dall Company Detroit, has been 
elected president of the Detroit 
hapter of the American Marketing 
tion. Lyndon E. West, pro- 
motion manager, Detroit Free Press, 
Bo ind Howard Gault, assistant direc- 
| Bor of the University of Michigan’s 
Sureau of Business Research have 
cbeen made vice-presidents; and 
J. Maledon, research depart- 
ment, J. L. Hudson Company, has 
een reelected secretary-treasurer. 


ASSOC] 


lansen to Chemical Corp. 


Charles T. Jansen, formerly assis- 
retary of the Rubber Manu- 

Association, has joined 
gton Chemical Corporation, 
irk, as assistant to Edward 
rg, vice-president. He will 
ected with the sales and pro- 
| activities of the company. 


nark Launches Drive 


h Goldmark & Sons, New 
as launched a newspaper 
n for Marshall’s kippered 
formerly imported from 
|, but now manufactured in 
ntry. Tracy, Kent & Co., 
rk, is the agency. 


No tricks, 
premiums 


all “cash-readers” 


Ross Promotes Brown 


Walter I. Brown, formerly mid- 
western division manager of Ross 
Federal Service at Chicago, has 
been promoted to assistant general 


manager. He will be located in 
New York. 
Lewin Gets Two 

Phillips & Sons, clothier and 


tailor, and Dupli-Typer Company, 
office appliance manufacturer, have 
placed their accounts with A. W. 
Lewin Company, New York. 


Bean Launches Campaign 
John Bean Mfg. Company, Lan- 
sing, Mich., has launched a national 


Ronrico Account 
Loose Again After 
Going to Hill 


New York, Oct. 6.—Because of a 
disagreement between Weston Hill, 
and Lt. F. S. Meyer, president of 
Ronrico Corporation, San Juan, it 
was announced yesterday that Hill 
Advertising will not handle the 
Ronrico rum advertising. Basis of 
the disagreement, it was learned, 
was the desire of Ronrico’s presi- 
dent to split the account between 
two agencies, although it was an- 
nounced last week (AA, Oct. 4) 
that the Hill agency would handle 


only authorized agency acting for 
the Ronrico Corporation at the pres- 
ent time. 

The drive is designed to bring to 
the attention of the American pub- 
lic the plight of Puerto Ricans, 
whose economic life is largely de- 
pendent on export of their molasses, 
Sugar and rum to the American 
mainland. Shipments are now re- 
stricted because of shipping diffi- 
culties, which seriously threaten the 
rum industry and a major part of 
the island’s revenue. 


NAM Holds War Congress 


The Second War Congress of 
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American Industry, sponsored by 
the National Association of Manu- 
facturers, will be held at the Wal- 
dorf-Astoria, New York, December 
8-10. The theme of the meeting will 
be “Production for Victory and for 
Postwar Jobs.” 


Join Guenther-Bradford 


Clarence Vredenburg, formerly 
with Roberts & Reimers and Erwin, 
Wasey & Co., has been appointed 
account executive of Guenther- 
Bradford & Co., Chicago, and Cur- 
ran de Bruler, former editor of 
ome has joined the agency’s copy 
staff. 


advertising campaign for FMC Fog 
Fire Fighter equipment. 
Smith, French & Dorrance, Detroit, 
is the agency. 


Brooke, 


Clark & Associ 


the entire campaign. 
President Meyer of Ronrico told 
ADVERTISING AGE that Robert E. 


ates, Miami, is the TORONTO 


AOVERTISING 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LTD. 


Sav STREET 


REGINA 


MONTREAL WIMNIPEG CALGARY, ; EOMONTON 


MERCHANDISING 


VANCOUVER 
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No! He’s not balmy... he knows the facts! 


LMOST unbelievable are the waves 
A of plusses and superlatives rolling 
out of Oklahoma these days, sounding 
like fanciful pipe dreams of a frustrated 
sales manager. They're crazy. They can’t 


be. 
But they're true! 


Add all these current facts together and 
see what a sales picture it makes: Okla- 
homa’s 35% retail sales gain for the first 
seven months of 1943 led the nation; 
Oklahoma City’s increase was 53%; farm 
income the first half of 1943 was 33% 
ahead of last year; Oklahoma City’s pop- 
ulation was pegged officially (but tem- 
porarily) in its headlong upward rush at 
265,490 on March 1 by the census bureau, 


a plus of 23.2% over April, 1942. During 
the six months since then, Oklahoma City 
hasn’t marked time an instant either in 
its upward direction. 

Oklahoma City today, therefore, is a 


city well over a quarter-million, and one 


of the hottest sales spots on the map. 


Oklahoma City 


There’s nothing haywire about these facts 
they're positive truths. 


Selling a name, an idea, a service, o1 
product in this plus-plushy market today 
is most effectively and economically done 
by the two newspapers which today are 
more than ever the most popular reading 


matter in this area. 


7 
j 


QMAHOMA CTY popuLATION 


Times 


LY 


THE OKLAHOMA PUBLISHING COMPANY / 


The Farmer-Stockman 
KLZ, Denver (Affiliated Management) 


% WKY, Oklahoma City 


% KVOR, Colorado Springs 
Represented by The Katz Agency, Inc 
* I y y 
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Elect Kneebone President 


William Kneebone, president of 
the Madison Typographical Asso- 
ciation, has been elected president 
of the Wisconsin Typographical 
Association, succeeding Bertram 
Day. Emil Herges and August L. 
Guis were reelected vice-president 
and secretary - treasurer, respec- 
tively. 


Conducts Ad Classes 


Three courses, covering ele- 
mentary advertising, sales manage- 
ment and advanced advertising, will 
be held at Wayne University this 
fall under the auspices of the Ad- 
craft Club of Detroit. Nine Detroit 
advertising and public relations men 
will serve as lecturers. 


CREATIVE PRODUCTION 
MANAGER... ° 


Young woman (college education) 
handling production large volume 
booklets, folders, space, ads, thor- 
oughly experienced in planning, 
typography, art media, printing 
processes, wants connection with 
growing agency or as assistant In 
advertising department large or- 
ganization. 


Box 4345, Advertising Age 
100 E. Ohio St., Chicago ’ 


Empire Accepts 
Petrillo Terms, 
Starts Recording 


New York, Oct. 5.—The united 
front of the six major transcription 
companies in their 14-month im- 
passe with James C. Petrillo’s 
American Federation of Musicians 
disintegrated further today when 
Empire Broadcasting Corporation 
signed a contract with the union. 
Mrs. Gerald A. Kelleher, owner and 
treasurer of Empire, said the con- 
tract was the same as that signed 
last week by Decca and its subsidi- 
ary, World Broadcasting System, 
and signed later by WOR Record- 
ing Studios (AA, Sept. 27). 

A. Walter Socolow, attorney for 
the transcription companies, said he 
advised Empire to sign the agree- 
ment in view of the fact that the 
terms do not greatly affect the com- 
pany. The major proportion of 
Empire’s business involves the mak- 
ing of transcriptions which are 
used once and then discarded, for 
which the union exacts no fees. 
The transcription company must 
pay the Federation 3% of gross re- 
ceipts derived from _ transcribed 
“jingles,” which are used over the 
radio repeatedly. . 

Arthur S. Meyer, chairman of the 
WLB panel hearing the case, told 
the press that for the first time the 
panel has attempted to settle the 


dispute by direct mediation. “I 
think maybe we have boiled the 
dispute down to a few points that 
could be ironed out in cool conver- 
sation,” he said. 

In the meantime both sides are 
appearing before the panel which is 
trying to break the weakening 
deadlock. RCA-Victor and Columbia 
Recording Corporation are among 
the companies represented at the 
hearings, neither of which were ac- 
tual petitioners of the original list 
of six transcription companies in- 
volved. Last week both requested 
that they be included as petitioners, 
a move opposed by the union but 
accepted by WLB Chairman 
Meyers. 


Redbow on WOV 


The Graham Company, New 
York, manufacturer of Redbow food 
products, has signed a 52-week con- 
tract with Station WOV to sponsor 
a half-hour radio program, “Red- 
bow Music Hall,” heard Saturdays 
at 6 p. m. Emil Mogul Company, 
New York, handles the account. 


Seehof Joins Ellis 


Jerome F. Seehof has joined 
Sherman K. Ellis & Co., New York, 
in an executive capacity. He was 
formerly head of copy, art and 
radio of H. W. Kastor & Sons, Chi- 
cago, and prior to that was copy 
chief of the New York office of 
Ruthrauff & Ryan. 


To Space Buyers 
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The next time you help yourself to 
some Heinz, Van Camps or B & M 


A BOOTH 


Who Like 


Michigan 


baked beans, remember that Saginaw 
is the bean center of the world. 


On the other hand, maybe beans are 
only statistics to you. Don't overlook 


Saginaw, however, in you 
for that reason. 


For further 
roll, 
r list making 


MARKET 


35.352 covers this market practically 
home by home. 


facts, call Dan A. Car- 


110 E, 42nd Street, New York 
City 17, N. Y.; or John E, Lutz, 435 


N. Michigan Avenue, Chicago 11, Il. 


Saginaw is also one of the busiest, 
most important Michigan industrial 


markets, with an annual payroll of 
over fifty million dollars. It has six 
General Motors plants alone. It is the 


third most important wh« 
in Michigan. 


A single newspaper, 


News, with a daily circulation of 


rlesale center 


the Saginaw 


Advertising Age, October 1; 


Getting Personal 


“Bible Story,” in the Oct. 2 SEP, gives new prominence to t} 
tivities of 33-year-old Robert C. Van Kampen, Gideon treasure) ang 
highly-successful pres. of Hitchcock Publishing Company, Ch Zo 
publisher of Machine Tool Blue Book, Wood Working Digest and | the; 
business publications. Mr. Van Kampen, says the writer, “is 
ously an aggressive Valiant-for-God on the Gideon team.” .. . 

Norman MacLeod, v.p. of Ketchum, MacLeod & Grove, has een 
elected president of the University Club of Pittsburgh. He has s. »yeq 
for five years as secretary and a director of the club. . . Heny 7 
Ewald, pres. of Campbell-Ewald Co., Detroit, has been desig 


1943 


ac- 


Vi- 


ited 
honorary vice-chairman of National Bible Week, representing 4° ver. 
tising agencies. The week is being observed from today throug). the 
17th. «. 

John L. de Brueys, head of the Houston agency bearing his » me 
was among the 10 winners in Variety Song Service’s talent hun: fo; 


song writers. “Americana Moon,” his fifth opus, was turned 
half an hour, and submitted with no thought that it would h: 
chance to win. . 
Lorrin P. Thurs- 
ton, publisher of 
the Honolulu Ad- 
vertiser, recently 
arrived on the 
West Coast for a 
study of wartime 
problems of the 
area. .. 
Leo B. Bozell, of 
Bozell & Jacobs, 
presided at a cele- 
bration honoring 
William Jeffers. 
former rubber di- 
rector, on his re- 
turn to Omaha. . 
H. W. Prentis Jr. 
pres. of Armstrong 
Cork Co., has been 
elected to the 
board of trustees 
of Temple Univer- 
sity, Philadelphia 
. . Kinsey N. Mer- 
a ritt, genl. mgr. of 
public relations of the Railway Express Agency, New York, was 
awarded a plaque in recognition of his two-year service as pres. of 
the Natl. Federation of Sales Executives. He’s now chairman of the 
federation’s board. ~. 

Sheila Zunser became a wartime bride when she said “I do” t 
Lt. Mortimer Rogoff, USNR. The bride’s father is Jesse Zunser, edi- 
tor of Cue... 

Richard H. Roffman, promotion and publicity director for Hillman 
Periodicals, New York, has been appointed to the volunteer publicity 
staff of the citizens committee of the Army & Navy. . . Frank J. 
Corbani, asst. sales promotion mgr. for Carstairs, took first award for 
his Victory garden patch containing black-eyed beans, lima beans, 
cabbage, onions, green peppers, etc. Phil Kelly, gen’l. sales manager, 
was one of two outstanding winners, his achievement being Hubbard 
squash. The company recently held a harvest show for Carstairs Vic- 
tory gardeners, with awards in 29 classes. . . 

Walter Drey, formerly v.p. of Forbes, has formed a partnership with 
George W. Brandt to produce “Manhattan Nocturne,” starring Eddie 
Dowling and due on Broadway Oct. 25. . . Mark Woods, president o! 
the Blue Network, has been appointed honorary deputy mayor of Lodi, 
N. J., where the new WJZ transmitter is being constructed... 

CBS and Y&R played hosts at a party at the Hotel Astor recently 
following the opening fall broadcast of the Kate Smith hour (General 
Foods). Among those present, from the agency: Bill Thomas, Mike 
Boscia, Harry Ackerman, Geo. Bryson, J. A. Moran, and others; from 
CBS: Paul Hollister, Paul White, Mel Spiegel, and former acct. exec 
Maj. Clarence Worden, USA... 

Howard Kelsey, BBDO copy man on the duPont acct. and Jack 
Kelly, head of the agency’s marketing dept., are both back at thelr 
desks after being hospitalized for some time. Les Sherrill, account 
exec. on Squibb, is recuperating after a siege of pneumonia. . . 

Pvt. Marlow Lewis, who formerly worked on the Warner Bros. «cct 
for Blaine-Thompson, New York, is now under observation for m!- 
graine headaches at Station Hospital, Ft. Dix. . . Chas. M. Purdy, re- 
cently returned from service with the Army, and formerly a copy- 
writer with Tracy-Locke-Dawson, New York, is now on the copy «‘f 
of Bermingham, Castleman & Pierce, New York... 

George I. Reid, formerly eastern manager of National Radio C 
ing Service, and recently released from the Army, is now wit 1e 
New York staff of Radio Reports. . . Advertising and selling car 
form a leading role in assuring full production and employm« 
the postwar period, Robert M. Ganger, v.p. of Geyer, Cornell & N: 
New York, told the first fall luncheon meeting of the Sales Ma! 
Club at the Parker House, Boston, on Oct. 1... 

Don Finlayson of the sales promotion dept., WLS, Chicago, is 
ing out smokes in honor of a daughter, Judith Anne, born Sept 
The speakers’ bureau for Cincinnati’s ’44 War Chest campaign w ¢ 
under the direction of Karl T. Finn, adv. dir. of the Cincinnati T 
Star. 

J. M. Blalock, president and publisher of the Columbia State 
been appointed chmn. of the advance gifts committee of Ric! 
County during the joint drive for funds for the Columbia Comn 
Chest and the South Carolina State War Fund... 

Friends of Chet Bokelund, mgr. of the Cleveland office of 
United States News, will be glad to hear that he is convalescing s 4 
factorily at his home following an appendectomy. . . John F. O’Re:: * 
former adv. mgr. of the roto section, Cincinnati Enquirer, and now © 
American Red Cross field director, is stationed near London... 

Fax Cone, chmn. of the exec. com. of Foote, Cone & Belding, is , 
a little mystified by the $12 bill he got for “club cleaning” fron 
golf club. Thinking it was his pro rata share of a houseclean' 
episode at the club, he paid it, only to discover later that the ‘ 
was for cleaning his golf clubs, which he’s had carefully locked |? 
in the back of his car for two years. . . Bill Kinnaird, in charge 
promotion for American Meat Institute, won plaudits for his present 
tion of the Institute’s new ad campaign at the annual meeting, esp'- 
cially for the deftness with which he flicked off exactly the rg ' 
cloth covers at exactly the right moment. . . 
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VERNE BURNETT HONORED 


Pictured at the recent New York reception honoring 
Verne Burnett, author of "You and Your Public” and vice- 
president of public and stockholder relations for General 
Foods, are (left to right) Ordway Tead, business editor, 


Harper & Brothers, the host; Mr. Burnett; Raymond 
Rubicam, chairman, Young & Rubicam; and John S. 
Prescott, General Foods vice-president. 
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s ning Post, This Week Magazine and 
Talkative Camel | . |Woman’s Home Companion. Sugar Increase ~<a rr Dry 
| McCann - Erickson, New York, » ewspaper rive 
— Departs from | | handles the account. Helping Soft mt the product’s “pin- 
| } : : ” 
| . - point carbonation,” Canada Dry 
- Pau! Jones Copy | New Series Plays Drink Bottlers Ginger Ale, New York, will begin 
ville, Ky., Oct. 7.—The| | | ; calcite this month a new advertising cam- 
80, favs nt and ubiquitous camel, | ; Up Gas as Ideal Pg oy of tae ee ty Rgperincion.. its sparkling water 
ne U " a “ | c ‘ c « é § °WSDE “e ¢ - . 
a who has been convincing all _and “ie ki M di soft drink bottlers have been forced nol in sacuiie see TE elma ig 
vi- wundry; — yer ory on | ‘ foto) ing edlum from business by wartime restric- |“ Diauuen Re cmrome ae, 
oi walKs , O ; Ss} | HTUMINOLS coal is Americn’s . i . >side op wart . 
en oo Jones whisky (at saedovete | MoS ona : New York, Oct. 6.—The Associa- jeg “eg oo from 84 to 360 lines are scheduled, 
[oo So. denarted from the o4-|| >= tion of Gas Appliance and Equip- serclamapael rs OF , ~arbonated | with magazine advertisements of 
ed prices) Mas eas eee ment Manufacturers has prepared Beverages, declared today that the | half and full pages, runni i 
T ertising scene. TT eestage scese poner pulls med tn And again the fot ? manta of 9963 th d in : oye inoace | recent increase by OPA in sugar | oo ee full pages, running in two 
‘ For some time Frankfort Dis-| | “moc SecSesmcte Stes Met min me e second in a series of business allowances for sot : .|and four colors. In addition, busi- 
ted or é : | | rer or ig than ay ter fr, al prs de fo paper advertisements blanketing | ®//0wances for soft drink bottlers a anne | oo a 
; “lleries has been using the camel | r the industry to pave the way for|™&@y Prevent further mortalities in ness papers in the grocery, drug, 
- i its magazine campaign to present | | Sete ee ste mms com te le = conde dem So me te uate  Gaateer ate Hn pte | sd that industry. Allowances have been | restaurant and hotel fields will be 
the ight, breezy and humorous SES) | ee eees See creased sales of gas as “the ideal| Stepped up from 70 to 80% of the | used. J. M. Mathes, New York, is 
vherein the ty e beast usually| | Sisessss* sonore cooking fuel.” , 1940 level. the agency. 
, on top in convincing | sinsalciia < mactibaian , 
ne, 2.5 of the Paul Jones qualities. | Brrvwivous Coat cieees Seetiins oie ee oe ar cee 
or kepulcs © , veeoag & > W appliance dealers, department stores} Most of the 300 c anies in- . 
according to Young & Rubicam,|| . Alle ‘PP , | on OS Me Companies if 
in fo on the necount, it was de-| , san ean and furniture dealers with the/ volved in closings, he said, were NEW IDEAS FOR SALE 
a fed to give the camel a vacation | advantages of promoting gas for|small businesses operating on a 
a“ adopt a more distinctive and| Bituminous Coal Institute, New York, cooking and Certified Performance | narrow profit margin and _handi- We can clip all, or typical, business 
rs. “Anad atmosphere for the product.| opened its first advertising campaign ranges for cooking perfection are| capped by the rationing of sugar,| paper advertisements and editorial 
of Consequently, the latest insertion,| with this copy which calls attention to scheduled to appear in American | lack of gasoline and tires to service! articles that will show themes for ad- 
d hich appears in four color pages in| the record amount of coal produced this Gas Journal, Gas, Gas Age, Gas|customers, and _ other materials.| vertising and publicity on products 
Hy imerican Magazine, Collier’s, Cos-| year. The series will appear in seven Appliance Merchandising, House | Manpower shortages and _ higher| that are rationed or where high priori- 
red nopolitan, Elk’s, Esquire, Life, Red-| national magazines, 16 business papers Furnishing Review and Retailing taxes were also contributing factors | ties limit their sale. Complete cover- 
_ hook and Time, presents Paul Jones! and a financial daily during October and | Home Furnishings. in many closings. | for industrial products, food prod- 
a , elegant surroundings resembling | November. Arthur Kudner, New York, | Headlined “Nothing Equals Gas Other small plants located close! ucts, home furnishings, etc. 
me ‘hat featured in Four Roses adver- is the agency. ' | for Cooking,” — — P| 15 CP | to a SS mili- Write for Booklet No. 20, “How 
he “cing. which is also a product of gas range manufacturers plays up| tary establishments, Mr. Leary said, : lomt ” 
Seca tent ’ " cea 7 the gas range of tomorrow and | have survived only because of the Sainass Ssee Clippings: 
— . e given major emphasis in the! points out that the association is| heavy demands for soft drinks from ’ 
of — Greater New York area, will be| working hand-in-hand with gas|post exchanges, for which extra BACON'S CLIPPING BUREAU 
bs, e . augmented with insertions in The | companies and retailers throughout rations of sugar and bottle caps are rae * A * ouaanioen 
le- Stanco ampaign American Weekly, Good House-|the country to develop an even| permitted by federal war agencies. . ag ' nes 
ing . ‘keeping, Household, Ladies’ Home| greater gas range program in the| permitted the bottlers by federal =D, 26 SOARS ST. CORPS 5 Te. 
. ; y 
TS, Features pecial | Journal, Life, The Saturday Eve-| postwar era. war agencies. 


-. @ Offer on Nujol | 


New York, Oct. 7.— Stanco, Inc., | 


as launched a three-month drive | 
ng n newspapers and magazines fea- 
en turing a special offer on its gallon- | 
he ze jug of Nujol mineral oil, with 
ees nitial advertisements breaking in 
er. the former Sept. 30 and scheduled 
ile to appear through the remainder of | 
: the year. 
er. Space units of 400, 200, and 100) 
of ines are being employed in more | 
vas than a score of newspapers in key | 
of ities. The opening insertion is | 
the aptioned “You get 4 pints free! 
when you buy gallon size of Nujol | 
t for $2.36,” and tells readers to} 
di ‘figure it out for yourself. If you | 
r pay 59 cents a pint for Nujol, then | 
8 pints would be $4.72. Exactly | 
lan twice what you pay for the same | 
‘ity mount in this special sale!” A| 
J. footnote says the offer is for a| 
for limited time only. au Seale 
"e The newspaper drive, which will | . ay 
ard ie: “eMPaigns are breaking? 
ic- a a Be ys i 
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ve ACB Research Service quite modest. You may order the service 
iff ives you current facts to work with in both country-wide, or for specified areas—contin- 
gf y 
" national and local newspaper advertising. uous or periodic. Write for catalog describing 
1e : , . hese services. 
, With this report, you get a clear picture of 
what is being advertised in your line in 1821 
dail y. MT iii ton Date LIST OF TYPICAL SERVICES 
AD MEN READ THIS | Any ROWEPAPSS. TOU WE PSCUaNy J Dealer Tie-In Reports. Checks dealer co-operation on your 
“ informed on these out-of-town dealers through _ brand and/or your competitors’ brands. 
d see Tear Sheet Service. Full tear sheets supplied on competitive 
rs you n this great these complete reports than you can be on national; or your Own or competitive dealer advertising. 
collection of New Sales the dealers in your own city through daily —_Unduplicated Copy Service. Gives you, as they appear, new 
, “romotion ideas? : ‘ copy themes—-new products— uses—new ideas for manu- 
reading of your own newspapers. facture, advertising, selling. 
100 new promotion photos released | , ‘ f Also... various other services requiring research on national 
" files. — M . EY roomy For ACB never misses an issue 0 any news- or local advertising appearing in any of the 1,821 daily 
hour files... BIG MONE Y SAVER! | “Wy ¢ ” . .. * newspapers published. 
PROBLEM SOLVER! Lightning paper and will ‘‘catch’’ a 2-line tie-in as read- P 
Pe SCFVICE . « « Glossy photos or ily as you spot a half-page. In competitive Free: Catalog of ACB Research Services. 
= 7 ; aces | tests ACB ranges up to 237% more accurate em 
1, ~ about our unique EYE *- yf : 
CA" CHER membership plan at only and thorough than the next best service. It 
“i « month. Send th NOW! é' - Whe 
ae csenias.c68 | averages 106.6% more effective than the next + 
l [See eee eee : 
: tye best service. | 
1 Ul or csronane aoe, su Ts wou | ADVERTISING © 
b ll e& send us FREE proofbook ACB Research Service is tailor-made to eac 
a, — of your $5 a month meunberehip plas. ‘ . % Z } CH ECKI NG BU REAU / 
ar ‘is oes not obligate us in any way. client’s specific requirements. The charges are 


\ | NG. 


NEW YORK (16), 79 Madison Ave. +» CHICAGO (5), 538 South Clark St. + SAN FRANCISCO (5), 149 New Montgomery St. 
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SAYRE M. RAMSDELL, 
AGENCY HEAD, DIES 
Philadelphia, Oct. 4.—Sayre M. 


Ramsdell, 45, president of Sayre M. 
died at his 


Ramsdell Associates, 
home, Willow. 
Brook Farm,, 
Churchville,  to- 
day. He was, 
widely known in 
advertising cir- 
cles for his crea- 
tive imagination. 

Born in Cam- 
den, N. J., Mr. 
Ramsdell at- 
tended German- 
town Academy 
and the Univer- 
sity of Pennsyl- 
vania. 

After serving 
in the Army in the last war, he 
joined Philco in 1919, beginning in 
the advertising department of what 
was then the Philadelphia Storage 
Battery Company. He played an 
important part in the growth and 
development of that company and 
its expansion into the radio and 
allied fields. In 1934, Mr. Ramsdell 


Sayre M. Ramsdell 


| 


| Associates. 


was named vice-president of Philco 
Radio & Television Corp. to head up 
its advertising and sales promotion 
activities, and in 1940 he was 
elected a director of Philco Cor- 
poration, the consolidated company. 

In March, 1942, he resigned as an 
officer of Philco to form his own 
agency here, Sayre M. Ramsdell 
Among the principal 
clients are Philco Corporation and 
National Union Radio Corporation. 

During the past 18 months the 
Ramsdell agency received wide- 
spread recognition for its creative 
work. Its cartoon advertisements 
portraying the industrial might of 
the United States overcoming the 
Axis aroused popular interest, and 
one of them was judged among 
the 50 best advertisements in 1942. 
The radio program, “Our Secret 
Weapon,” which debunked Axis 
propaganda, last year was awarded 
the silver medal by Annual Adver- 
tising Awards “for the advance- 
ment of radio advertising as a social 
force.” 


EDWARD W. POWER 


New York, Oct. 5.—Edward W. 
Power, 45, formerly associated with 


Charles W. Hoyt Company and 
Doremus & Co., New York, died 
Sept. 30. 


E. W. MACAVOY 


New York, Oct. 5.—Etmund W. 
Macavoy, for several years with Bu- 
chanan & Co., and who formerly 
operated his own agency, died Sept. 


28 at his home in Orchard Beach, 
L. I., after a short illness. 

Mr. Macavoy started his business 
career in the sales department of 
Procter & Gamble Company, enter- 
ing advertising with the Dunlap 
Ward Advertising Company. He 
organized his own agency in Chi- 
cago in 1913. He joined Maxon, 
Inc., New York, as a vice-president 
in 1932, and several years later 
went to Buchanan & Co. 


W. J. CURTIS _ 


Rochester, N. Y., Oct. 5—Wendell 
J. Curtis, 80, for many years pub- 
lisher of the old Rochester Union 
and Advertiser and president at the 
time it was purchased by Frank 
Gannett and associates, died at his 
home here Oct. 3. 


HERBERT PETERSON 


New York, Oct. 5.—Herbert 
Peterson, 72, former publisher of 
the Journal-Courier, New Haven, 
Conn., and the Star, Washington, 
N. J., died last week at the home of 
his daughter in Brooklyn, N. Y. 
Survivors include a son, Herbert M. 
Peterson, who is business manager 
of the Herald, New Britain, Conn. 


Elliott Joins Agency 

C. D. Elliott, formerly in the sales 
department of Dodge Mfg. Corpora- 
tion, Mishawauka, has joined the 
copy staff of MacDonald - Cook 
Company, South Bend, Ind. 


are 


Cleveland merchants 


smarter than*people 


Now, we don’t say that people aren't smart. Some 
of our best friends are people... But we do say that 
people who pick a radio station because it’s BIG 
or because it’s CHEAP or just BECAUSE... aren't 
smart like our Cleveland retailers. 


These high IQ-ers pick a station only if it ...sells 
... the ... goods! 
get that new fur cont. 
doesn't have a new fur coat in this bulging 
metropolis today—well ! 


If they don’t, mamma won't 
And any mamma who 


No wonder 


Retailers’ Choice in Cleveland!" 


other leading station. 


wide-awakest station! 


Which is why Cleveland's double-domed mer- 
chants spend more money over WHK than any 
Through actual dollars- 
and-cents experience, they've found that they 
get more sales per dollar spent, over Cleveland's 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., 
Cleveland, WHKC, Columbus 


Operators of WHK-WCLE, 


Anti-Freeze Ads 
Announce Product 
Available fo All 


(Continued from Page 1) 


given first call on all it needed— 
and now the remainder is available 
to passenger car owners,” copy says. 

According to J. M. Mathes, Inc., 
the agency, the current campaign is 
confined to newspapers only and 
has been scheduled as a one-time 
shot to announce availability of the 
product to all motorists. 


DuPont Changes Copy 


E. I. du Pont de Nemours, Wil- 
mington, Del., which also manu- 
factures heretofore restricted anti- 
freeze called Zerex, is gearing its 


copy in current newspaper and 
magazine advertisements to an- 
nounce lifting of the WPB order. 

“Under government regulations 


passenger car owners are now per- 
mitted to buy either du Pont Zerex 
or War Emergency Zerone,” the ad- 
vertisement says. 

Zerex was introduced in mid-Oc- 
tober of 1940 as a running mate to 
the company’s Zerone and as a com- 
petitor with National Carbon’s Pres- 
tone (AA, July 26). 

Zerone would have become a 
wartime casualty, since this type of 
anti-freeze used synthetic methanol 


as one of its components, a chem- 


ical urgently required in making | 
formaldehyde plastics, high ex-| 
plosives and other vital wartime 
materials. However, rather than) 


retire the product from the market, 
Du Pont decided to promote it as a 


straight ethyl alcohol anti-freeze, | 


| 
| 


dubbing it the War Emergency 
Zerone. 
Batten, Barton, Durstine & Os- 


born handles the account. 
No Expansion Planned 


Commercial Solvents Corporation 
also makes an ethylene glycol (per- | 
manent) anti-freeze named Peak, | 
but the recent WPB amendment for | 
this type cf product has not caused 
the company to inaugurate any ad- 
ditional promotion other than that 


Advertising Age, October 11, 1049 


already appearing in automotiy 
and industrial journals, Qerac® 
ally the company uses par: 
institutional series running in 


pages in Newsweek and T me 
feature its products, playin; up 
year-round protection via a pack 
age of cleaner, anti-freeze and any, 


rust. The Fensholt Compan Chi 
cago, is the agency. eee 
Super-Pyro and anti-freeze 
product of U. S. Industrial Alco), 
Company, is not affected the 
latest WPB amendment, since jt ;. 
not of the permanent type and hy, 
never been hampered by the 
strictive L-51 order. Advert 
newspapers and magazines is place 
through Tracy-Locke-Dawson, wis; 
the company increasing its ap. 
propriation this year well over th, 
$156,000 spent in 1942. 


Conover-Mast Series 


Plugs Brand Promotion 

Conover-Mast Publishing Com. 
pany, publisher of Liquor Store ¢ 
Dispenser, is sponsoring a series of 
full-page advertisements addresseq 
to liquor retailers, speaking out jp 
favor of continued brand advertis. 
ing in the distilling industry. Th,» 
first of the series, which appeared 
in the Oct. 4 issue of AbDvertisry 
AcE, has caused much favorab| 
comment. The advertisement was 
written by Weston Hill, president of 
Hill Advertising, New York. 


Small-Town Stores 
Add New Lines 


In a recent survey of wholesale 
grocery and drug dealers through- 
out the country, conducted by West- 
ern Newspaper Union, 81.3% of 
those who reported said that small- 
town stores had added new lines 
during the past 12 months. 

Through a_ typographical erro: 
this figure was incorrectly shown as 
1.3% in the report on results of the 
study (AA, Oct. 4, Page 42). 


Barley Joins B & B 

Henry W. Barley has joined the 
staff of Benton & Bowles, New 
York. For the past six and a half 
years he has been research director 
and assistant to the president of 
Calkins & Holden, and prior to that 
was in the sales department of 
Canada Dry Ginger Ale, Inc. 
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buyer. 


far more. 


a | busy when the 
products opens up. 


ule lists—it WILL PAY. 


HOME 
of the 
ROCK ISLAND 
GOV'T ARSENAL 


1940 U. S. CENSUS 


MOLINE-ROCK ISLAND 


(ILLINOIS) | 


We've been shooting fair with the space 
At no time have we claimed a larger 
population than 103,526—even though, accord- 
ing to Ration Board figures, we could claim 


Most schedules are aimed at the future. The 
most pertinent question asked about any mar- 
ket is "What are its post-war potentials?” 

Rock Island-Moline may lose some of the war- 
time increases when the Victory shift of popu- 
lations gets under way—BUT—will definitely 
retain the 103,526 which justifies the inclusion 
of this market on all national schedules aimed 
at the 100,000 population group of markets. 

90°/, of our diversified productive facilities 
existed BEFORE the war and will be aggres- 


Add ROCK ISLAND-MOLINE to your sched- 


One Space Order 


"ARGUS - DISPATCH” 
will blanket this market 


POPULATION OF 


demand for post-war 


National Representatives 


The Allen Klapp Co. 


ROCK ISLAND 
ARGUS 
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terms of copy testing at that time, 


advertising Age, October 11, 1943 


Will Townsend, of 
7] Points’ Fame, 
Makes Another Try 


(Continued from Page 2) 

The brothers Townsend originally 
pened an office in New York, and 
ffered to train advertising men to 
yse their 27-point program in a spe- 
cial course, for which a substantial 
fee was charged, but their activities 
were virtually unknown in the 
.avertising field until Will, the guid- 
ng spirit of the team, appeared be- 
sore an Association of National Ad- 
vertisers meeting at White Sulphur 
Springs’in the fall of 1936 to ex- 
nound his theories and to emphasize 
their value in determining the rela- 
tive efficiency of advertising copy. 
The Advertising Research Founda- 
ton had just begun to think in 


ind the field was already in a flurry 
f excitement over the general sub- 
ect, so that the Townsend appear- 
nee stirred additional interest. 


A Record for Pulling 


The brothers succeeded in stirring 
up the animals with a fair degree of 
success during the following year, 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC,, 


REQUIRED BY THE ACTS OF CON- 
GRESS OF AUGUST 24, 1912, AND 
MARCHE 3, 1933 | 

f Advertising Age, published weekly at | 
iz Illinois, for October 1, 1943 
Illinois | 

of Cook) 

me, a Notary Public in and for | 

und county aforesaid, personally 

G D. Crain, Jr., who, having 

ily sworn according to law, deposes 
that he is the Publisher of the 

tising Age and that the following is, 


8s | 


est of his knowledge and belief, a 

ye statement of the ownership, manage 
and if a daily paper, the circula- 

, of the aforesaid publication for 
shown in the above caption, re- 

by the Act of August 24, 1912, as 

d by the Act of March 3, 1933, em- 

i in section 537, Postal Laws and 

eg tions, printed on the reverse of this 


wit 
1. That the names and addresses of the 
iblisher, editor, managing editor and 
J ss Managers are 
I isher, G. D. Crain, Jr., Evanston, 


r, S. R. Bernstein, Chicago, Ill 
M ging Editor, J. B. Miller, Maywood, 


s Managers, None 

the owner i (If owned by a 
tion, its name and address must be 
nd also immediately thereunder 
ies and addresses of stockholders 
or holding one per cent or more 
amount of stock If not owned 
oration, the names and addresses 
ndividual owners must be given. If 

a firm, company, or other unin 
ed concern, its name and address, 
is those of each individual mem 
t be given.) 
tising Publications, Ine., Chicago, 


G. D. Crain, Jr Evanston, Ill.; Kenneth 
New York, N. Y.; E. K. Hamlin 
it, Mich.; 8S. R. Bernstein, Chicago 
EK. Crain, Chicago, Ill.; Mary E 
Evanston, Ill.; Gertrude R. Crain, 
Ill.; Jane F. Ivie, Chicago, Ill. 
runs, Chicago, 111.; Jessie W. Crain, 
nee, Ill John B. Miller, Maywood 
L. Groomes, New York, N. Y¥ 


it the known bondholders, mort- 
nd other security holders owning 
x 1 per cent or more of total 
f bonds, mortgages, or other se 


ire: (If there are none, so state.) 


it the two paragraphs next above, 


the names of the owners, stockhold- 
’ 


but it was not until the latter part 
of 1937 when the sales brochure, 
“Why an Advertisement Succeeds,” 
was produced that their star really 
flashed across the advertising 
heavens. 

An advertisement based on this 
brochure, carried in the Oct. 25, 
1937 issue of ADVERTISING AGE, ap- 
parently still holds the record for 
the largest direct returns from any 
advertisement ever published in the 
advertising press. The brochure, 
which the advertisement described 
as “costing us about 40 cents, plus 
12 cents postage,” was offered in a 
coupon for $5, and within a week 
after the appearance of the copy, 
the brothers Townsend were richer 
to the tune of $1,250 in $5 bills. The 
final tabulation some time later 
showed that between 700 and 800 
coupons, each bearing the requisite 
$5, had been received. Incidentally, 
although the advertisement gave no 
clue to this happy event, each of the 
inquirers received a copy of the 


brochure along with a refund of| 


his $5. 

From there on, things happened 
rapidly. Prominent advertisers such 
as Wrigley, Quaker Oats and Philco 


bought the system, in many cases | 


agreeing to pay a fixed percentage 
of their gross advertising expendi- 
tures for its use. And similarly 
more than a dozen advertising agen- 
cies scattered throughout the coun- 
try, mostly smaller agencies, in- 
stalled and operated the plan. 


Early in 1938, the Townsend Plan 
made its first entry into big-time 
agency circles with an arrangement 
with Sherman K. Ellis & Co., which 
at that time was handling a rela- 
tively small part of the Quaker Oats 
business. But the biggest news 
which the plan created did not hap- 
pen until June of 1938, when Lord 
& Thomas resigned the major por- 
tion of the Quaker Oats account, 


used display space in ADVERTISING | 


AGE to announce that he was look- 
ing for a new connection, and his 
advertisement was headed, “I am a 
fugitive from the Townsend Plan.” 


Movement Quiets Down 


As 1938 waned, discussion of the 
Townsend system also waned, and 


|the brothers drifted out of the lime- 


which it hae held for more than 30/ ight, as no other startling additions 


years, and let it be known that|to the list of Townsend & Townsend 


Quaker Oats’ desire to put the|clients developed. 


agency in a “Townsend §strait-| 
ers affiliated with Calkins & Holden, 


jacket” was the principal cause of 
the break. 
Widely Discussed 
During 1938 it was almost impos- 
sible to converse with an advertis- 
ing man anywhere without getting 


Late in 1938, the Townsend broth- 


and Albert E. Haase, a former man- 
aging director of the Association of 
National Advertisers, became presi- 
dent of the Townsend Advertising 
Research Institute. Early in 1939 


|the institute offered to evaluate ad- 


into a discussion of the Townsend |vertisements after publication for $1 
Plan. “Space & Time”, the indus-|for each piece studied, and there- 


try’s gossip sheet, reportedly offered 
$1,000 to anyone who would provide 
it with the famed 27 points, and in 
its June 13, 1938 issue, purported to 
list these points, incidentally de- 


‘scribing them as “the dullest read- 


ing ever to appear in these pages.” 
The list of points which “Space & 
Time” printed bear a good deal of 
resemblance to the 27 points which 
are “officially” revealed for the first 
time in this issue of ADVERTISING 
AcE, but apparently were not the 
actual 27 points, but rather a parody 


}on them. 


At about the same time, one of 
the country’s leading copywriters 


|after, although occasional sales of | 


the plan were made on one basis or 
another, the zenith of the operation 
had obviously passed. 

The Townsend Advertising Re- 
search Institute has long. since 


passed into oblivion, the brothers | 


have withdrawn from Calkins & 
Holden and A. J. Townsend appa- 
rently is no longer interested in the 
advertising business but is working 
on war production in the East. 

Will Townsend has also been out 
of the public eye during recent 
years, but he has been a consultant 
for William Wrigley Jr. Company 
during most of that period and still 


$1 


makes his offices in the Wrigley 
building. Incidentally, H. Andrew 
Dudley, former director of the office 
of program coordination of the OWI, 
and now in the Navy, is a “Town- 
send boy,” having joined the Wrig- 
ley organization as a Townsend 
evaluator. He left that post to be- 
come assistant to Ken Dyke when 
Dyke became “wartime advertising 
manager” of the United States, and 
succeeded to his post when Dyke 
donned a uniform. 


S&S Appoints Two 


Cecil Widdifield has been ap- 
pointed radio director, and Douglas 
M. Smith has been named art and 
production manager of Schwimmer 
& Scott, Chicago. 


San Francisco 4A agency, 

medium sized, wants man or 

woman over 35 to assume 

general office supervision 

and media work. Experience 

necessary. Permanent job. 
| Salary commensurate with 
| responsibility. 


Box 4346, ADVERTISING 
AGE, 100 E. Ohio St., Chi- 


| cago. 


security holders, if any, contain 
the list of stockholders and secu- 
as they appear upon the books 
mpany but also, in cases where 
kholder or security holder appears 
books of the company as truste¢ 
other fiduciary relation, the name 
rson or corporation for whom 
stee is acting, is given also that 
two paragraphs contain state 
icing affiant’s full knowledge 

as to the circumstances and 
under which stockholders and 
ders who do not appear upon 

f the company as trustees, hold 
curities in a capacity other 

of a bona fide owner and this 
no reason to believe that any 
n association or corporation 
est direct or ndirect n the 
bond or other securities than 


and subscribed before me this 
of September 1943 


IRENE 0. KEBBY 


mmission expires April, 1947.) 


—. 


“ACCOUNT EXECUTIVE 


S ONED Advertising and Sales Execu- 
> now serving in administrative sales 
yement capacity with prominent Chi- 
Manufacturer is interested in re-enter- 
dvertising Agency field as Account 
‘ive for Chica o area client. Would 
er a Pacific Coast assignment on a 
account. Possesses the ‘know how’’ 
rs eping business sold and clients happy. 
- exempt. 


Bor 4349, Advertising Age, 100 E. Ohio St., 
Chicago 


There would have been no Africa campaign .. . 
no smashing drive through Sicily . . . if it actually an act of sabotage. To help 


hadn't been for paper. 


For the army fights with paper. Shells come 
to the front in individual paper cartons. The 


plies are shipped in paper cartons. Soldiers keep 
warm in paper clothes . 
with paper camouflage 
through water mains that are made of paper! 


gun powder that propels these shells is largely 
made from paper stock. 


And the army frare/s on paper ! 


LICATA_ 


fave paper is the patriotic duty of 


So to waste paper now is tragic 


every true American. And to wse /ess 


paper is even more important than to 


a 


ij 


save it. For the paper we don't use conserves | 


Food and medical sup both labor and material . . . not only at the 


paper mills but back in the woods where today 


.. protect themselves there is a serious man-power shortage. 


often get water Hence there are two things to do. One is to 


save all waste paper... excepting waxed, oiled 
or tarred ... for collection. The other, wse a 


little paper as we can. That's the American way 


fLevelcoat’ 


PRINTING PAPERS 


Trufect 


For Highest-Quality Printing 


Kimfect 


Companion to Trufect at 
lower cost 


Multifecr 


That's because thousands of tons of maps are 

needed to win a war... proceed with one ..a "Home Front” job that will help speed For volume printing at 

campaign . . . win a single skirmish. Victory and win the war more quickly. | @ price 
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WPB Doing Best 
fo Increase Paper 
Output, Boren Told 


(Continued from Page 1) 


reported that in 1943 we will use 
4,440,000 cords of woodpulp for 
newsprint, compared with 4,690,000 
cords in 1941, a saving of 250,000 
cords. Total woodpulp use will be 
cut 1,000,000 cords, with demands 
running 21,239,000 cords in 1943 
compared with 22,200,000 in 1941. 


Must Stop Waste 


If this rate of use continues in 
1944, the shortage of woodpulp will 
be approximately 25%. He said we 
would have to adopt a 28% cut in 
woodpulp use to bring supply and 
demand in line. This cut, he added, 
should not come by eliminating 


particular items, but by over-all 
savings of waste all the way down 
the line. 

Mr. Boeschenstein said, however, 
that WPB would resort to alloca- 
tions wherever necessary to avoid 
failure in meeting war and essen- 
tial civilian needs. He said his 
organization is currently determin- 
ing end-use statistics to aid the 
requirements committee in deciding 
what uses are best able to bear the 
burden of decreasing supply or 
most worthy of the benefit of an 
increasing supply. 

The pulp coordinator was opti- 
mistic that measures recently taken 
by WPB would eventually increase 
woodpulp reserves. He added that 
“he would be less than honest if 
he didn’t say that we face further 
curtailments and there isn’t any- 
thing that can be done about it.” 

Even if improved output of wood- 
pulp is reflected in future produc- 
tion figures, he said, we shall have 
to operate for many months under 
sharp curtailment until our inven- 
tories can be built up. 

He described relations with Can- 


ada, assuring the committee that “I 
make myself thoroughly obnoxious 
with the Canadians almost every 
day, asking for more manpower and 
more woodpulp.” Chairman Boren, 
after hearing Mr. Boeschenstein’s 
report commented that “The com- 
mittee was pleased with the empha- 
sis on production and with the 
efforts of WPB to cooperate.” 


To Consult WPB 


At sessions next week, Rep. Boren 
indicated, the committee will call 
representatives of the War Man- 
power Commission to explain meas- 
ures that can be taken to keep men 
in the woods. He also said that the 
provost marshal of the Army would 
be asked to discuss the possible use 
of prisoners of war, and that the 
government printer would be called 
to report on efforts of the govern- 
ment to save paper. 

Mr. Boeschenstein, in reporting 
to the committee, said that the com- 
bined pulp and paper committee 
recently appointed for an interna- 
tional study of the paper situation, 
may contribute considerably toward 


AGRICULTURE and INDUSTRY 


Both speEND THEIR: DOLLARS IN —*\ 


Pantagraph LAND! 


WHERE FARMING 
is BIG BUSINESS 


McLEAN COUNTY 


FIRST in CORN PRODUCTION in entire United States. 
SECOND in ALL CEREAL CROPS. ANNUAL VALUE of 
LIVESTOCK 


FARM PRODUCTS 
DAIRYING 


INCLUDING 


$32,000,000 


4.912 
190.8 ACRES EACH! 
and 


MORE THAN 


$8,000,000 


Yos Sir! 


FARMING is BIG BUSINESS 
in PANTAGRAPH LAND 


BUT THAT'S ONLY 


BLOOMINGTON, ILLINOIS 


(County Seat of McLean County) 


48 MANUFACTURING PLANTS 


and 


Employing 6500 men—750 women 
60% skilled labor 


ANNUAL WAGES 


INDIVIDUAL FARMS AVERAGING 
WITH MACHINERY 
IMPLEMENTS ALONE VALUED AT 


$9,390,000 


Products Valued at More Than 


$40,000,000 ANNUALLY!! 


Bloomington is No Boom Town! 


War work is being done in converted plants—plants which were 
here BEFORE the war—will be here AFTER the war! 


THE BLOOMINGTON PANTAGRAPH is the shortest, surest, in 
fact the only road to this rich market. With but one expenditure 
you can reach every home in Bloomington-Normal; 84°/, of the 


homes in Mclean County; 71% of the homes in the Primary 


Trading Area. 


HALF THE STORY... 


A RICH RESPONSIVE MARKET 


BLOOMINGTON, ILLINOIS 


GILMAN, NICOLL & RUTHMAN, National Advertising Representatives 
Philadelphia 


York Boston 


Established 1846 


Chicago Ss 


A "MUST" ON ANY SCHEDULE 
TO REACH THE RICH CORN BELT. 


4 ‘that its efforts may “be of great im- 


Francisco! 
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‘THE DISPATCH - COLUMBUS, 0 


| 


| 


bf 


|}in the Northwest. 


|actions of some 


ithe United Kingdom uses a lot less 


| ever.” 


;}men are 


has 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted 
“Positions Wanted,” “Representatives Wanted,” and “Represer 
tatives Available,” 30 cents a line, minimum charge $1. Tern 
cash with order. All other classifications (single insertio 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


REPRESENTATIVE AVAILABLE 
WESTERN REPRESENTATIVE 
AVAILABLE | 
Experienced advertising executive) 
{with established record for producing 
|} volume business in highly competitive 


HELP WANTED 
WANTED... 
in a hurry! 
Space and time buyer 
with statistical experien «> 
$4,000.00 per year 


|field now available for medium which] We started from scratch over 
needs that extra sales punch. Draft | ago as a “one-man” Chicago a 
exempt. 20 years experience. Closely |ing agency... have grown sl 
acquainted with agencies and adver-|steadily with a nice increase 
tisers from Pittsburgh to California.|ness and profits each year | 
Interested in Magazine, Newspaper or|sion years included). More t} 
Trade Paper representation. }of our clients have been with ‘ 
| Box 4350, ADVERTISING AGE 10 years... must like our wi \ 
| 100 K. Ohio St., Chicago, 11 have made progress » . S@\ 

WE WANT TO REPRESENT leaps and bounds in the pa 


That's why we need help in a 


KASTERN PUBLICATION on : ~s 
of | The man (or woman, if she ¢ 


Due to the 


War we are going out ‘ . 
the general Agency business to per- vince us) we want snows es bet 
manently establish a Publishers Rep- |<”? and vii ne ao cold y ani 
resentatives Office, covering the South- |@ Whiz with Eble - ie you r), dr 
west. We are well staffed and ready exempt, if egg tc nce ln Ol 
to take on several Trade or Class pub- | this pieture, we ks ty Se 
lications right NOW. Location St for you, Our folks pat 
Louis. One of our principals will be = aT OOS eres write 
i wo Tork, Oc 5 8, 3 "ess s S a ado yourse < — 
re ea York, Oct. 15 to 18, addre u Box 4352, ADVERTISING Aq) 
Box 4354, ADVERTISING AGE 100 EK. Ohio St., Chicago 
330 W. 42nd St... New York, 18 AN OPPORTUNITY 
POSITIONS WANTED For Experienced, Aggressiye 


Advertising Manager 
Here is a position created b 
cancy in the executive personne: f 
midwest food manufacturer wit 
established national distributio: 


Agency connection wanted, 7 years 


awvency, 5 years merchandising experi- 
Draft deferred. 32 vears. All 
Box 4353, 


ADVERTISING AGE 


. : The man selected will be resp h 

100 KE, Ohio St., Chicago, 11 for planning and supervising al) t 
Account and Public Relations exee- of national advertising progra 
utive, 37 years of age now with well- | coordinating this work with ; 
known national trade association | partment plans. j 
wishes similar service in advertising | Food product experience is ¢ 
lagency Years of advertising and/|Applicant must be a trained ad 
public relations experience based on/\ing man with a thorough knovy g 
feconomics and law degrees. Married,|of grocery store merchandisin P 
with two children. Prefer New York,| ferred age 30 to 40, 
Chicago or Los Angeles connection| In replying please give resume 
bexvinning January Ist. Could start | perience, education, and salary 
November lst Address: Box 130 

sox 43841, ADVERTISING AGE 12 S. Michigan Ave 


100 EK, Chicago, 11 
There is a man available now, 35 
years old, with a thorough knowledge 


Ohio St., Chicago, Illinois 
Wanted man or woman advertising 
solicitor capable of writing good 


of graphic arts in all of its branches.|and making neat layouts, Not 
He has handled all kinds of finished! plant or army camp town. Pern 
goods from their inception to the re-| employment, Post-Herald, Vick 
tail customer. He is financially sound, | Miss. 
energetic, dependable and of French!) skilled commercial artist 
Irish parents. Some advertising | free lance work—lettering, spot 
agency, radio station, Publisher, Pub-| eral finish black and white drawing 
jlication, Newspaper or Manufacturer | on a free lance basis. What ha 
will hire me to get new business. to offer? 
Box 4324, ADVERTISING AGE tox 4255, ADVERTISING AGI 
100 Kk. Ohio St., Chicago, 11 100 FE. Ohio St.. Chicago. 11 
a _ | Opportunity to increase your ineon 
| HELP WANTED |\Copywriter needed for full or 
ARTIST jtime. Must be able to produce 
}Good all round draft exempt com-j|tive ethical pharmaceutical cop 
jmercial artist. Steadily growing ten | trade magazines, booklets and f 
year Southern agency. Must be good! Detail experience in your replys 
on layout, finished figures, and letter- Box 4548, ADVERTISING At 
ing Varied technique Real future. 100 EK. Ohio St., Chicago, 11 
Permanent. No post war replace- ADVERTISING ASSISTANT 
ments. Must be sober, reliable, re-| young woman, recently out of s 
sponsible. State salary. for career in advertising. Short! 
Box 4351, ADVERTISING AGI: }typing helpful. Flair for artwork «: 
330 W. 42nd St.. New York, 18 mm T 


sirable. Splendid opportunity to 
production, other graphie arts « 
tials. $25 per week to start 
Box 4347, ADVERTISING AG! 
100 EK. Ohio St., Chicago, 1) 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 SS. State St, Chieago, Il. 


their 
paper. 
In calling the hearings Wednes- 
day, Rep. Boren had first submitted 
a series of questions to WPB Chair- 


/assuring complete cooperation be- 
tween the United States and Can- 
'ada in meeting the problem, and 


output of this pulp-saving 


portance in pointing the way to 


increased production.” man Donald M. Nelson, but sinc 
Mr. Nelson is not in Washingtor 
WMC Takes Steps Mr. Boeschenstein had beer S- 


signed to represent WPB. 
He reported that the War Man- 


power Commission has recently Debates “Inevitability” 

The Boren letter to Mr. N 
asked for “sufficient newspr! 
maintain the services and so! 


|completed arrangements with Selec- 


tive Service to encourage farmers 
to spend seasonal time and energy | 
in wood cutting. 

In asking that men be left in the| 
woods, he commented, paper people 
compete with the military and in-| 
dustrial production including such | 
critical production as ships in the 
Northwest, Northeast and South | 
and to a limited extent in the lake | 
states; and airplanes, particularly | 
“Again, I would | 
be less than frank,” he said, “if I} 
did not say that the informal re- | 
authorities to our | 
requests are somewhat quizzical a‘ | 
some times. They are from Mis-|} 
souri and have to be shown that the | 
United States cannot get along with | 
less paper.” 

These men point out, he said, that | 


paper than we do, and that British 
newspapers have reduced their use 
of newsprint in a startling fashion. | 
“Our Sunday papers,” he said, 
“look to these men as if they are 
still too heavy to carry home, and | 
our comics are just as large as 
He said seasonal use of farm 
labor seemed the best solution to} 
the manpower problem, since these 
accustomed to the work | 
and are deferred anyway. 
Mr. Boeschenstein said arrange- 

ments may soon be completed with 

Italy for increased use of prisoners 
of war in wood cutting; that WPB 
inaugurated a national waste 
paper campaign in cooperation with 

industry; developed conservation 
measures for manufacturers; and 
worked out a price policy to stimu- 
late production. He suggested that 
Congress might help by repealinr 

the tariff on 30-pound newsprint, t 


AITHORN service '* 
Pronsine — Ad-Setting 
Engraving and Printing. Yo' 
can use one or all as required 
burt all are here ready to serv« 
you. Experience proves tha 
there is often a distinct advan 
tage in having your typography 
done where you can get engray- 
ings and press proofs in an) 
quantity. Phone Wabash 7820. 


. 


Faithorn Corporation 
504 Shermen Street, Chicege, Illinois 


AComplete Day and Night Service for 
Advertisers and Advertising Agencies 


encourage Canadians to increase. 
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free press in America.” It 
i to a report by Mr. Nelson 
Boren committee, predicting 


¢ the 
eferret 


» the ; 
‘pat further curtailment of news- 
+ would be inevitable during 
944. : P : F 
“" Boren said his committee did 
+ wish to accept these reductions 


) 
\ 


. “inevitable” without closest con- 
“qeration of all the facts, and with- 
‘+ being convinced that “every 


‘oper thing which can be done is 


sng done to maintain the supply.” 
“Book publishers will finish 1943 


additional paper cuts, Harry 


*houl 
yithou 


nitner, director of the printing and 
ublishing division, said Tuesday, 
yt he warned at the same time 


they must anticipate further 


ne ailment in 1944. The division 


urtal ~ 

eit that quotas of many publishers 
ere depleted as of Oct. 1 to the 
xtent that further curtailment for 


inal quarter would have been 


effective. 

Meanwhile. WPB claimed that 
nservation measures developed by 
ne Government Printing Office were 
wing about 25% in the govern- 
nent’s annual paper usage. During 
1943, the Public Printer reported 


-ovings of 7,800,000 pounds of print- 
ng papers and approximately 182,- 
00,000 pounds of chemical wood 


decreasing progression 
enable Reader’s Digest to adjust 
itself to L-244. He said the maga- 
zine had experienced a circulation 


granted to other, without a permit from a local 
national selective service officer. 
Because of the seasonal nature of 


|pulpwood operations and the fact 


the “off season,” this freezing order 
} rasn is not so important as in the case of 

Although the magazine division|men with year-round occupations. 
recommended a far smaller grant,| However, the moving of this branch 
Dr. Holcomb said, the appeals board | of the industry into a top category 
had increased the recommendation | and giving it 
to avoid hardship, and that it was 
generally felt that Reader’s Digest 


have created considerable hardship. 


/rating will, it is believed, prove of 


was making efficient use of its) junction with other steps. 
paper, and that it did not waste | : 

space. Over the course of a year, May Seek Help 
he said, the publication has cut 


One other important step which 


down the number of its pages, and|the government and the industry 


by the fourth quarter it expects to 
comply with its quota under L-244. 


Canada to Rule 


|decision to permit pulp and paper 
companies to canvass for help in 
| manpower supply areas, as has been 
their custom in years past. Because 
of difficulties with manpower regu- 
lations, this permission had been 


Pulpwood Cutting 
Essential Industry (“Canadian officials steonaly recent 


(Continued from Page 1) /published statements that no gen- 
: ; _. |uine efforts have been made to seek 

An extensive radio and publicity | every possible solution to the diffi- 
campaign is also under way, aimed|cult newsprint problem. In_ the 
to hit the various centers at the end | point of timing, the most urgent de- 


ulp. 
“Digest” Gets 795 Tons 


A list of supplemental paper | 
grants for magazines for the third 
uarter of 1943 revealed that 


| 
1762.96 tons had been allotted to | 
| 


45 publications under L-244. 
The list of grants covered a period 


from July 1 to Sept. 20. It is under- | 


tood that between 30 and 40 maga- 
‘ine appeals for the third quarter 
ave not yet been acted on. During 
the first half of the year, WPB gave 
700 tons of paper to 85 publica- 
ons 


Largest beneficiary from the third 


juarter grants was the Reader’s 
Digest, which received 795 tons, 
early half of the total granted. 
ther large grants went to the 
National Council Service Men’s 
‘hristian League, 178 tons; The 
Leatherneck, 118.5 tons; Infantry 


Journal, 82.7 tons; and Phillips An- 
lrews Publishing Company, 77.63 


Dr. A. N. Holcomb, chief of the 
ppeals board, said that the grant 
teader’s Digest was the last in a 


| woods to help in solving the urgent 


farmers, once their harvesting is|has been the serious shortage of coal 
done, to move into pulpwood and/and fuelwood, which threatens to 
other woods operations as in earlier|]eaye thousands of homes without 
years. adequate heat this winter. Cutting 
|of fuelwood has therefore been a 
primary consideration, since it must 
be cut before the winter; while pulp- 
| wood remains in the woods and is 


War Prisoners Used 


Already some 3,000 prisoners of 
war have been moved into the 


jump from 6 to 9 million copies|that most of the wood is cut by| 
monthly in 1942, and that strict) farmers who move into the woods in 
enforcement of the order would 


a definite “priority” | 


|definite benefit when taken in con-| 


j;have taken in recent weeks is the! 


of the harvest season and encourage| mand in Canada for some months | 


| floated down in the spring. Short- 
age of lumber for war needs in 
Britain and the United States has 


also made heavy demands on the 
type of manpower which is needed 
in woods operations. 

As far as can be ascertained here, 
all representations by the pulp and 
paper industry have been toward 
| the declaration of a high priority 
and essentiality rating for pulpwood 


cutting. This is what is now to be 
granted by the Canadian govern- 
ment. Pulp and paper manufactur- 


ing will still remain in category “C” 
as heretofore, and Ottawa knows of 
no demand that the industry itself 
be rated in a “B” category as long 
as wood operations are safeguarded 
and declared essential. 

Officials here point out that plac- 
ing of pulpwood cutting in Canada’s 
|“B” priority should achieve more 
| satisfactory results than in 

United States, because Ottawa's in- 


the | 


terpretation of the U. S. essentiality | 
|order is that while it names pulp- | 


| wood cutting as an essential indus- 

try it does not designate the occu- 
|; pation itself as essential. 
would be no such possibility of mis- 
interpretation under the proposed 
|Canadian order. There is nothing 
in the VU. S. regulations, officials 
point out, declaring the pulp and 
| paper industry as such to be essen- 
tial. 


HOLD BEST BUYERS, 
CANADA PULPMEN TOLD 


Montreal, Oct. 7.—The vital 


portance of pulpwood in modern 


There | 


53 


warfare and the need for Canadian 
manufacturers to keep faith with 
their best friends and customers in 
the United States, in war as well as 
in peace, was stressed here yester- 
day by E. Howard Smith, president 
of the Canadian Pulp and Paper As- 
sociation in an address before the 
Advertising and Sales Executives 
Club. Mr. Smith called on the Ca- 
nadian government for further sup- 
port and measures to help the in- 
dustry solve acute manpower prcb- 
lems which now threaten to assume 
crisis proportions. 

“If any substantial reduction in 
newsprint shipments to the United 
States is made, I can foresee a good 
deal of odium resulting to the Ca- 
nadian industry from the failure to 
take similar steps to those adopted 
below the border,” he said. 


SSS SEEEEEEEEs 
COPYWRITER 


A_ versatile 
variety 


used to 
by this 4-A 
in Baltimore. 
Preferably a man with mail or- 
der with tool and machinery 
experience. Salary under $100. 
Sell yourself in 1-page letter to 
Mr. Van Sant, Van Sant, Dug- 
dale & Company, Ine. Court 
Square Building, Baltimore, Md. 


copy 
wanted 
located 


man 
is 
ag 


ency 


or 


im- | 


EEE 


manpower problem. No decision as 
to the use of troops for this purpose . 
| will be made or can be made until 
ithe over-all planning’ authority 
|(Combined Production and Re- 
{sources Planning Board) has given 
|some indication as to its view of 
| the essentiality in the war effort of 
| increased manpower for pulpwood 
operations. 

It is explained that the move to 
|}place pulpwood cutting in “B” 
category will have an important 
psychological effect in helping the} 
industry solve its manpower prob-| 
lems. Only a few days ago the Ca- 
|nadian government declared that all 
|workers in “A” and “B” category 
| jobs had been frozen in their present 
employment and that they could no} 


llonger move from one job to a 


Addis sisdsdishststssh siststsbstsisisd sisistsdsisisdshsisisishsdststsdstadsishstscsishsiscstahal 


FOR SALE 


A tested and proved 


RADIO 


NOW ON THE AIR 


15 minutes—Once a week | editor of a magazine having the bulk of 

(You could run it oftener) | its circulation in the East and Midwest— 

| would decide against mystifying his read- 

| for CALIFORNIA or PACIFIC COAST | ers witha cocktail recipe calling for twenty 
| S000 | Olympia oysters per serving. 


Mass cludience Afift eal 


This program has 30.2 of the entire radio audience... 
according to a co-incidental survey taken a few days ago. 


LOW TALENT COST 


| Splendi 


als, reluctantly cancels this 


For sale to an advertiser, ( 


right to another a 


| of placement, copy and service) or we will sell out- 
| 


Write —Wire or Phone 


GARFIELD 


660 Market Street 


| 

| 

| 

| 
EXbroo 
= 


One of our clients, faced with shortage of critical materi- 


AVAILABLE OCTOBER lst 


Advertising 


SHOW | 


growing of cork oaks. 


d Time 


program in late September. 


we will handle all details 


dvertising agency. 


the October SUNSET not 


the flourishing cork oak 


& GUILD 


* San Francisco 4 
k 3420 


ES Ss ~ SAR va OA 


FEES FAKE KEKE SEES FEES SERS OES 


Even a native of the Pacifie Coast — if 


Likewise, the same editor would not be 
liable to tantalize his garden and horti- 


cultural enthusiasts with an article on the 


But the editors of SUNSET can play 
up Olympia oysters because the 250,000 
SUNSET readers know all about these 
tiny succulent bivalves. And these editors 
ean write about cork oaks, because agri- 
cultural authorities have agreed that only 
in California and Arizona are climate and 


soil ideal for growing them. The article in 


California, and the government's plans 


Lane Publishing Company, 


OLYMPIA OYSTERS and CHINO CORK 


for developing this industry, but indicates 
how to get the trees—how to plant—and 


how to care for them. 


But there are a lot of other products 
and things pertaining to Western living 
that only SUNSET discusses. And SUNSET 
sticks exclusively to them. What's more, 
SUNSET’S editors and writers, being West- 


erners, write with authority and accuracy 


in down-to-earth and how-to-do-it lan- 


confidence. 


only tells about 


trees in Chino. 


San Francise 


guage. And without bias, too! SUNSET 
tells both sides of the story so the reader 


ean make up his own mind and act with 


Yes, SUNSET concentrates on Western 
living ...in the Pacific Northwest... in 
Central California ...in Southern Califor- 
nia. And what's the result of SUNSET’S 
all-for-the-West editorial policy? Well, the 
best answer is—SUNSET is a greater in- 


fluence in Western living than you realize. 


o, California 
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“ "PRISONERS BASE’ 
IS NOT A GAME. 
UNCLE DUDLEY! ” 


Reports Nephew CASHY in an exclusive Globe story 


United States Army officers and men scrutinize German 
and Italian prisoners of war as they come ashore at a New 


England port. 


The Germans look healthy and well-fed as they come 
ashore; but the Italians “don’t look so hot,” as one officer 
observes. Practically all of the prisoners are short, by 
American standards; most of the Germans around 5 feet 
6 or 7 inches in height, the Italians a couple of inches 
shorter. 


The Germans are fine physical specimens, but they look 
a little fearful. They don’t know what to expect; they’re 
bewildered. But they're glad to get off the transport. 


Their uniforms look a little skimpy, by American stand- 
ards. Jackets are short; many are wearing the above-knee 
field shorts. Some of the clothing is ersatz, a bit soiled and 
rumpled. 


Two trains are waiting in the pier shed and the prisoners 
are ready to be put aboard now. In columns of two they 
march along. 


The major notices an Italian prisoner gazing after the 
last group which is to go aboard the first train. Tears are 
streaming down the Italian boy's face. The major calls an 
M. P. who speaks Italian and through him learns that the 
prisoner's brother is in that last group. 


“You want to stay with him?” the major asks through 
the M. P. 


The prisoner nods his head vigorously. “Si! Si! Si!” 
he declares hopefully. 


The major tells two M. P.s to put the Italian on the train 
with his brother and to bring back one of the other pris- 
oners to take his place on the second train. The M. P. 
explains to the prisoner what's being done for him, and he 
marches off singing an Italian song at the top of his lungs. 


Guard officers say these German prisoners have been 
saturated with Nazi propaganda and there's no question in 
their minds but that Germany's going to win the war. Next 
to Hitler, they think Rommel is the greatest man who ever 
lived, 


They resent having been captured, but they're glad to be 
going to an American prisoner camp. They have the idea 
that Canada is just about as cold as Russia. 

They're astonished, when the train passes through such 
cities as New York and Boston, to find them undamaged by 
bombs, and they're impressed by Gotham’s skyscrapers. 


Travelling across country, they're amazed by the size of 
the United States and the amount of land under cultivation. 
They spend much of their time looking out the train 
windows. 


The army doctor goes through the train twice a day, 
checking the prisoners and supervising dressing of slight 
wounds, He is on call 24 hours a day. When a prisoner 
takes sick, the guards pass the word from car to car until 
the doctor is notified. 


The Germans aren’t greatly impressed with Americans as 
fighting men; they rate the British as best of their oppo- 
nents, the Russians next, and Americans third. But they 
feel the Americans and British, equally, are the fairest 
fighters they've stacked up against. 


Officer and enlisted prisoners aren't put together on train 
or in camp if it can be helped. The enlisted men travel more 
comfortably if no officer is present; and another theory is 
that an officer without troops is helpless and soldiers with- 
out a leader are less likely to cause trouble. 


There’s a great greeting given the new prisoners by in- 
ternees when the train arrives at the prisoner-of-war camp. 
Both newcomers and those already there seem tickled to see 
each other, and they yell back and forth, and “Heil!” the 
house down. 


The new ones aren't long in learning that they're treated 
pretty well at an American internment camp. They get the 
same Army pay as they would in Germany—part in canteen 
scrip, the remainder in deposit credit; none in cash—and 
they have their own post exchanges where they can buy 
American cigarettes, of which they're very fond, and candy, 
of which they're fonder. 


The result is that most of them don’t have any desire to 
escape. As far as they're concerned, they're settled down 
for the duration. 


Gene R. Casey is one of a large staff of feature writers — writing exclusively for The Boston Globe. 


YOUR ADVERTISING 


WILL BE BETTER 


The Boston Globe 


Morning + Evening + Sunday 


READ IN THE 


a 


BEST 


NCLE DUDLEY. signer of Globe editorials since 
1891, has become svnonvmous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley’s family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Henry W. Harris ¢ Ernest Linptey ¢ Heten Lom- 
BARD ¢ Ernie Pye ¢ WALTER LipPpMANN ¢ WitutaM H. 
STONEMAN © JoHN LARDNER @ JAY FRANKLIN @ SAMUEL 
GRAFTON @ Potty Wesster ¢ Dorotuy Hittyer ¢ Joun 
Barry ¢ Harotp Putnam e¢ Satry Stuart ¢ GEORGE 
ANTHEIL © ANN Dean @ Otto ZausMER ¢ JOHN STEIN- 
BECK * JouN Kieran @ Epcar ANset Mowrer ¢ Georce 
Wetter @ Newt Gites ¢ Ropert J. Casey ¢ Jerry 
Nason ¢ Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kirkpatrick ¢ Ricuarp Mowrer e A. T. Steete ¢ LELAND 
Stowe ¢ ALLEN HaypeN @¢ Waverty Roor ¢ CaARrLyLe 
Ho.t ¢ Dororuy Dix ¢ Emity Post ¢ Nat A. Barrows 
e Lours M. Lyons ¢ James Morcan e Cuarces Merritt ¢ 
James Powers ¢ Eart BANNER © Ett CULBERTSON ¢ 
GRANTLAND Rice ¢ Harotp Kagse « Frercuer Pratt 
e Josern F. DinneEN ¢ JoHN GUNTHER ¢ 
Dorotuy THOMPSON 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLose 
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\f PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Padvertising Age, October 11, 1943 


MARGARINE COPY HITS NEW HIGH 


Wins the family 
from the start... 


In these times, what a happy discovery 
is NUCOA’s dependable, nourishing goodness! 


\utritious NUCOA =~ 


Butter shortages have paved the way for more aggressive advertising of mar- 
gerine. Best Foods, Inc., is giving heavy support to Nucoa with full-page adver- 
tisements. For Allsweet, Swift & Co. has launched its first nationwide campaign, 
employing magazines, outdoor and spot radio. Benton & Bowles, New York, 
handles Nucoa advertising: and J. Walter Thompson, Allsweet campaign. 


NUTRITION ON GUARD 


MEAT 


and a generation to guard 


You we the hope of betier times 
¢... you see the promise ef a 
better world te lite m 


When the last shot hast been fired 
» the last smoking gun, look t 
«ayoung army of brawn and bi we 
and gray eyes advancing to rebuild 
a war-torn world... 
We must guard the growing gen- 
eration whith wil make our forti- 
ar dreamt com ira. 
It must be grven the spirit and 
ngrh 
here. Th 
ertant ¢ 
ve building ep © * 
dup m the tee « ; 
wo and a» half times 4 
nd et beady werght # ‘ pr 
f the basic pertein foods vd 
poe ngnem Rats t r 
r a shes a “ “ 4 iint “: , 
Sate " ne w Z Ty: 
ee e ” os AMERICAN MEAT INSTITUTE, Chicago 
' 


55 


FUEL SAVING IS KIMSUL DISPLAY THEME 


ARTISTIC CAMPAIGN 


Among the wide variety of display material available to retailers of Kimsul, 
Kimberly-Clark Corp.'s insulating product, is this 48 by 26-inch sign for use on 
outside walls, fences or trucks. 


Flexees — long famous for 
flexible figure beauty in girdies 
ond combinations ~ hos now creoted 
Flenaire Bras. True to its nome, a 
Flexaire Bra gives your bosom 
“ beautiful lines with the feeling 
of unconstricted, light-as-air 
freedom. Ask your corsetiere 


ST. LOUIS CLUB INSTALLS OFFICERS 


FULRAIRE BANDEAUK + $1 + 61.60 + $2 
LONG LIME BRASSIERES + $3.50 + $6.95 


7 by FLEXEES 


The BRA for Bosom Beauty. 


Artistic Foundations, New York, recently 

launched a national campaign in six 

magazines and 150 newspapers to pro- 

mote its line of Flexaire bras. Hirshon- 

Garfield, New York, is the agency hand- 
ling the account. 


William King Jr., vice-president of Olian Advertising Company, newly-elected 
president of the Advertising Club of St. Louis, is shown with his co-officers at 


RATION CENTER 

installation ceremonies. Left to right: A. Maischer Jr., vice-president; Frank J. 

Cornwell, 3rd vice-president; Mr. King; C. C. Tapscott, 2nd vice-president; 
Norman R. Dutson, treasurer; and Robert L. Johnson, secretary. 


Display space in the lobby of Western 
Massachusetts Electric Co., Pittsfield, 


now devoid of consumer wares, has been 
converted into a rationing information 
center to keep consumers abreast of 


Looking over some of the advertising in support of the campaign to line up 
harvest workers in California are, left to right: Wilmot P. Rogers, advertising 
director, California Packing Corp.; L. M. Benedict, assistant manager, California 


ad over ene af actaniing Go tar Ggiters te 

BS HS te 
CO Se en 
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A full-color illustration of two appealing youngsters provides the inspirational 
theme for this new full-page advertisement of the American Meat Institute ap- 
pearing in the Oct. 13 issue of SEP and the Oct. 22 Life. (Story on Page 6.) 


BUILDS POSTWAR MARKET FOR PRESTO 


" 


res nal Pressure Cooker Co., Eau Claire, Wis., is using advertisements like these 
vomen's magazines and farm papers to build a solid postwar market for its 
Presto cooker—now a war casualty, (Story on Page 33.) 


(me Oy eae st hie Aone Ye 


point prices, dates and other ration 
facts, 


Farm Production Council; and Charles W. Collier, managing director, Pacific 
Advertising Association. (Story on Page 39. 


WESTINGHOUSE GROUP DISCUSSES SALES ACTIVITIES 


Officials of Westinghouse Radio Stations in Chicago recently to discuss general sales activities with NBC national spot 
sales executives, include: seated, left to right: Rudi Neubauer, NBC Spot Sales; Frank V. Webb, sales manager, KDKA, Pitts- 
burgh; E. C. Cunningham, NBC Sales Traffic; Lee B. Wailes, general manager, Westinghouse Radio Stations, Inc., Philadel- 
phia; Oliver Morton, National Spot and Local Sales Manager, NBC, Chicago; B. A. McDonald, general sales manager, 
Westinghouse Radio Stations Inc. Standing: C. Herbert Masse, sales manager, WBZ and WBZA, Boston and Springfield; 
Paul Mills, sales manager, WOWO and WGL, Fort Wayne, Ind.; Jack deRussey, sales manager, KYW, Philadelphia; Leslie 
Joy, manager KYW, Philadelphia; Joseph E. Baudino, manager KDKA, Pittsburgh; M. R. Tennerstedt, NBC Spot Seles; 
Phil Steitz, NBC Spot Sales; C. S. Young, manager WBZ-WBZA, Boston-Springfield; W. B. McGill, advertising and promo- 
tion manager Westinghouse Radio Stations Inc. 
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NOVEMBER ISSUE MARKS 


with 


SAME 


5 


O'™ ANNIVERSARY 
Mactadden Women’s Group 
MAGAZINES! 


This solidity—with the reader confidence and 
loyalty it commands—makes Macfadden Women’s 
Group the first and best route to young housewives 


OUR advertising dollars are entitled to 

more than just an audited number of 
readers. They should share in the reader con- 
fidence and reader loyalty that good editing 
builds over the years. For this is the intan- 
gible which combines with good copy to get 
ads read and believed and acted upon. 


Over a period of twenty years Macfadden 
Women’s Group has edited to the Wage 
Earner market . . . building this confidence 
and reader respect. Ten years ago, five tried 
and tested magazines were combined into one 
solid, stable unit. Those same magazines con- 
stitute our group today. Today, for the fam- 
ilies who read each magazine—no other mag- 
azine is a perfect substitute. 


Advertisers, respecting this policy of sta- 
bility, are currently placing more advertising 
in Macfadden Women’s Group than ever 
before in its history. 


in Wage Earner homes. 


HOW FAMILIES LIKE THESE THINK AND BUY 
CAN DETERMINE THE COMPETITIVE POSITION OF YOUR BRAND 


“The best food and enough of it... 
that’s my job,”’ says Mrs. Ed Baker 
of Dayton, Ohio, wife of an airplane 
mechanic. ‘‘'Magazines? I read True 
Romances... the problems people face 
in those stories seem just like ours.”’ 


“Stretching ration coupons,”’ says 
Mrs. Grant Reese of Elmira, N. Y., 
“is a big problem these days. My 
husband, who is a machine operator, 
is a pretty hearty eater. But I've 
found all kinds of cooking tips from 
articles in True Experiences.”’ 


EDITED FOR YOUNG HOUSEWIVES IN WAGE EARNER FAMILIES 


MIRROR ® PHOTOPLAY 


Mactfadden Women’s Group 


TRUE ROMANCES ® TRUE EXPERIENCES ® TRUE LOVE ® RADIO 


“4 like to look my best when Jim 
comes home,’’ says Mrs. James Stines. 
"‘Housework and taking care of the 
youngsters keeps me pretty busy, but 
I always find time to look after my 
own appearance no matter how try- 
ing the day has been.’’ 


FAD S™ 


10" cn 


NNIVERSARY 


Founded originally in 1923— withthe [| 
same 5S magazines since 1933 


©, 1933-1943 .»* 
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